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Mt. Rushmore Memorial in the Black Hills of South Dakota 


immortalizes four famous Presidents of the United States: Wash- 


e 
CUMCCEI ington, Jefferson, Theodore Roosevelt and Lincoln. A masterpiece 


of sculpture by Gutzon Borglum, 1927-1941. 
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...0of Fine Business Papers 


The ALL NEW 


Atlantic Antique Laid 


EASTERN 


Genuinely watermarked for better printing impressions. 
NEW PULPS « NEW SHADE ¢ NEW PACKAGING 


The ALL NEW Atlantic Antique Laid is designed to lend dignity 
to the printed word. It reflects quality you see and feel, and has 
built-in stability to give maximum press performance. For letter- 

EXCELLENCE IN FINE PAPERS heads, envelopes and an endless variety of printed pieces. Genuinely 
Watermarked Atlantic Antique Laid is another masterpiece in pa- 
pers of quality, distinction and good taste. 


Atlantic Antique Laid is a modern business paper, made from fine pulps, in the finest 
and most modern mill in the industry. Electronically controlled Atlantic Antique 
Laid assures you uniform quality for today’s modern high-speed presses. 
EASTERN FINE PAPER AND PULP DIVISION 
Standard Packaging Corporation 
Bangor, Maine «+ Mills at Brewer and Lincoln, Maine 





see how they run... offset! 


Remington Rand Plastiplate® Masters 
— Your Choice of Three 


The New, Dual-purpose PLASTIPLATE Master, one 
plate developed for these processes — Xerography and 
general Direct Image work. Now — flexibility by stock- 
ing just one plate...and... 


The New truly modern Pre-sensitized Photographic 
PLASTIPLATE Master. Image immediately visible — 
beautiful line work — superb halftones — excellent cov- 
erage on solids. Finally... 


The Unparalleied Direet Image PLASTIPLATE Master 


— better than ever — the finest heavy duty offset plate 
especially designed for the busy shop. 


But prove it for yourself. For free samples, fill in the 


DIVISION OF SPERRY RAND CORPORATION 


Room 2209, 315 Fourth Ave., New York 10 
Please send me free samples of: 
(. Dual-purpose PLASTIPLATE Masters 


() Pre-sensitized Photographic PLASTIPLATE Masters 
[] Direct Image PLASTIPLATE Masters 


NAME__ 
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Christmas 1958 


his Christmas, when twe again pav 

homage to the Prince of Peace, let 

us be mindful of the words of Haru, 

“mu soul doth magnify the Lord 

and mu spirit hath rejoiced in God, my Saviour: ’ 
AAA dn our spiritual devotions, let us rejoice 
In our Heaventy Father and Wis Son, Jesus 
Christ. On this great dav of gladness, let us 
prav to Him to keep us steadfast in our faith 
and to be worthy Christians in the fight against 
Godlessness. AAA Let us give thanks to God 
for our manu blessings and for our great nation 
of free peoples. Let us prav for those who 
are oppressed, for the sick and those with Grief. 
AAA Again, let us beseech Him to give cour- 
age, strength and wisdom to our spiritual and 
governmental leaders in their efforts to bring 
peace, unity and understanding to all nations. 


INTERNATIONAL PAPER COMPANY 





Just Cele Us 


An Agency Lays It on the Line 


Cunningham & Walsh, an advertising agency which has become famous for 
its plan of having creative people and account executives work in retail 


Stores to find out exactly how the consumer buys, recently explained its 
philosophy. 


Because the need of translating advertising impressions into actual buying 
action is one of the great objectives of all business today, I believe most 
of the readers of AR will be interested in the statements of the agency, as 
well as in the over-ali thinking which they indicate. 


"We share the merchant's view," C & W says, "that there is no magic in ad- 
vertising unless it carries through to the point of sale. Therefore we 


recognize that most advertising programs need a much stronger emphasis on pro- 
motions. 


"Being retail minded, we place greater emphasis on displays, point-of-sale 
material and sales kits. We believe there are few more important uses for 
good art and good copy and an agency's best creative talent than in the area 
of promotion and merchandising aids uSually described as 'collateral.' " 


Since this magazine has constantly emphasized the necessity of integrating 
promotional and display programs with over-all advertising and merchandising 
strategy, it is good news to find a leading advertising agency building its 
philosophy around this kind of thinking. 


Most agencies in recent years have seen the importance of what is usually 
called "collateral advertising," a term which hardly indicates its importance. 
In many respects the promotions designed to crystallize action at the point 
of purchase, the retail counter, are the most vital elements in merchandising. 


If advertisers are to get the most from their investments, they must provide 
the promotional trigger for action in the place where the customer and the 


product come together. 
° 325... ft 
ce rr————— 


G. D. Crain Jr. 
Publisher 


December, 1958 
ADVERTISING REQUIREMENTS is puk 


monthly by Advertising Publications inc ) 


ica 


ADVERTISING REQUIREMENTS 


E. Illinois St., Chicago 11 (DElaware 7-520( 
publishers of ADVERTISING AGE and INDI 
TRIAL MARKETING. Subscription rates: $3 r 
year in U. S., 50¢ per copy. Add $2 

tor foreign postage except for 


er year 
Canada, U. S 
Ba ; 


possessions and Pan-America, no ex 
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Second class postage paid at 
and at additional mailing offic 
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ENVELOPE 


Brussels —— A Look at Tomorrow’s Exhibit Techniques ... . 
What exhibitors can learn from the Brussels Fair is ex- 
plained in a first hand report by the editor of “Advertis- 
ing Age.” JOHN CRICHTON 
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1 Fought the Fair to Get My Photos ... 
The personal adventures of an agency fashion publicist 
during what started off as a routine assignment. 


Marian CHRISTOPHER 


OD 


RETURN ORDER 
ENVELOPE 


It’s the new Tension creative 

design return envelope created 8 Do’s and Don’ts for Premium Buyers .. . 
to sell a hitchhike item on the 

outside. Here’s a new way to 
sell more and different mer- 
chandise along with that on 
your insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. 


When a customer is enclosing 
his money in the envelope, he is 
in a buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
hike “impulse” item can boost 
the size of many of your sales. 


HAVE YOU SEEN ... “The In- 
fluence of Envelopes,” a full- 
color movie telling the fasci- 
nating story of the envelope 
from paper to ultimate use. 
Available free, write for details. 


FREE SAMPLES 


Let us send you free samples of many 

Tension “Hitchhike” item envelopes 

now being used in your industry. 

Please enclose copies of your own 
, business reply envelopes, 


How Color Negatives Will Help You .... 
A professional photographer hails the trend towards the 
new materials, and tells how they are being used. 


CHARLES SMITH 


»> TENSION ENVELOPES 
SAdOITIAANS NOISNGL 


Twelfth in the Best of AR series, this piece | covers the 
basic elements of premiums and their use in promotion. 


How Sunkist Picked a Premium .... ‘ 
An advertising executive from one of the oldest premium 
users tells how his company used research to select its 
offer. Gatt ANDERSON 


SAdOISANSA NOISNSAL: 


How to Spell Success in Your Contest ... 
Tupperware’s sales promotion manager gives the elements 
that mean successful salesmen’s contests. GARY J. MCDONALD 
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How to Add Personality to a House Organ . 
Gisholt Machine Co. is known by its house organ charac- 
er, “Gus of Gisholt,’ a friendly, if hypothetical, repre- 
sentative. Bette Macon 


A System for Inquiry Handling ... . 
The publisher of “Instruments” tells how a mechanized 
system has expedited replies and increased accuracy. 


RICHARD RIMBACH 


ENSION ENVELOPES 
SAdOISANSA NOISNGAIL? 


Tension Envelope Corp. 
815 East 19th Street 
Kansas City 8, Missouri 


of 
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Turn Customers into Salesmen ..... 


A Scottish advertising man suggests an | inexpensive way to 
use your customers for promotion. 


WILLIAM RopericK WILKINSON 


Send me without obligation free sam- 
ples of Tension ‘Hitchhike’ item 
return order envelopes. 


Name 


UU wusccnesnsibietinnieisastnntaitetoncdithidaidadiliasatiae A New Concept in Qo New Package cee Gece P a 


It’s hard to get a package in the cosmetic field that is eut~ 
standing without being over-expensive. MILDRED WEILER 
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How Packaging Licked a Sales Problem ........... 
Miniature items, like phonograph needles, need special cx care 
in packaging to keep them from getting lost. 
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DECEMBER 1958 VOLUME 6, NUMBER 12 


MARSHALL’S 


COMPLETE 


COLORING SYSTEM 


Solves Graphic Art Problems 


OF CONTENTS 


SED LTO) 
& Embarrassment 





® An Inside Look at Worthington’s Trademark Thinking . . . 
Every adman who ever has to think about a new trade- 
mark—and who doesn’t?—will find this outline invaluable. 


How to Use a Helicopter for Radio Promotion 
Progressive stations, all over the country, are getting up in 
the air for public service. Betty AULENBACH 


Is THIS the Place for Your Sales Meeting? 
A “TV Guide” executive states the case for holding sales 
meetings in tropical resorts. Eric LARSON 





% How Much Should Animation Cost? 
Here is a guide to the sensible specification of animation in 
sales films, p.r. films and tv spots. HERSCHELL G. LEWIS 


How to Get a Perfect Printing Job 
A practicing printer tells what you can do to get your 
printer to produce a perfect product. Frep E. KEAst 


Marshall's PHOTO- 
OL 


How Lightweight Paper Can Lick the Postage Boost COLORS are the 


Admen are turning to the newer lightweight papers to get 
more printing surface and still stay within the 4c limit. 


What’s Ahead for Photoengraving 
A good look at what has been happening recently in plate- 
making, and what it will mean to printing buyers. 
Rosert B. Konrkow 


dustry since 1919. 
Sets from $1.65 to 
$14.95. 


Marshall’s also has a new SPRAY 
GLASS SPRAY which is a crystal 
clear glossy fixative that gives the pro- 
tection of glass without its disadvan- 
tages. Marshall's new PRO-TEK-TO 
SPRAY is a lifetime non-glossy trans- 
parent fixative. Eliminates unwanted 
glare for photographing. 


A Promotion that Won Displays 
Simpson Logging needed something special to get p.o.p. 
displays among dealers, and they got it. 


@ Basic reference articles for your Adman’s Handbook 


MARSHALL'S complete coloring system is used by 
DEPARTMENTS graphic art people the world over to save time 


and money—why not you? All Marshall products 


REGULAR FEATURES 


Art & Photography 4| 
Audio & Visual Aids 103 
Direct Advertising .. 65 
Layout & Typography .... 83 
Packaging & Labeling 75 
Premiums, Prizes & Spe- 
cialties scons 49 
Printing, Paper & Plate- — 
making . Vit 
Radio, & TV Production 93 
Shows & Exhibits 99 
Signs & Displays 127 


Buyers Guide & Adver- 
tisers' Index . 
Books for Admen 
Coming Conventions 
Competitions to Enter 
The Editor's Notebook 
How | Solved It 
Information Wanted 
Just Between Us 
Next Month in AR 
Promotion Almanac 
Readers Write . 
AR Reprints 


are available from any Art Supplier or Dealer or 
write to: 


JOHN G. MARSHALL MFG. CO. 


Graphic Art Div., 167 N. 9th St., Brooklyn 11, N. Y. 
Please send me FREE Coloring Brochure 


(1 1 6-oz. can of Pre-Color Spray at $1.50 
(1 1 box of Photo-Oil Color Pencils at $4.98 
(1.1 Advanced Set of Photo-Oil Colors $7.65 


December 1958 + aD . ! 





omeeean 


tickin 


ao LT | 
baa 


IDEA NO. 143 
Hand Me That Refrigerator! 


Retailers planning a new store lay- 
out can either ““muscle’”’ their equip- 
ment around ’til it fits .. . or they 
can smarten up and get a Tyler 
Store Planning Kit! This clever kit, 
put out by Tyler Refrigeration 
Corp. of Niles, Mich., limits the 
was to moving small-scale paper 
templates of standard shelving 
units, display cases, counters, etc. 
—plus the complete Tyler line of 
self-service refrigerated equipment. 
These are die-cut out of re-usable 


scaled floor layout . . 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


all that elbow grease. 


On RCo r i h:] 


P.O.P. ideas 


Featuring the World's Most 


Versatile Self-Sticking Adhesive! 


IDEA NO. 144 


Records Go Rollin’ Along! 


aptaning auto wheels mean more 
»honograph records spinning in 
tevere, Mass. That’s because John 
Di Stefano, promotion-minded 
owner of the Record Mart has 
“blanketed”’ the area with these 
handsome Bumper Strips, silk- 
screened in reflective beading on— 
you guessed it: Kleen-Stik! 
Co-owners Art Argenzio and Tony 
Avellino of Art-Tone Studio pro- 
duced these easy up, self-sticking 
signs by a special process that 
“etches” a sharp outline of the 
beads. Pretty ‘“‘sharp”’ all around! 


Records or refrigerators— 
any product benefits when 
Kleen-Stik goes to work for it! 
Ask your favorite printer, li- 
thographer, or silk screener to 
show you ideas galore... or 
write on your letterhead for 
our free “*Ildea-of-the-Month”’ 
mailings. 


Kleen-Stik stock —so you can peel 
and press in place on an accurate 
. and move 
em all over the store without work- 
ing up a sweat! Lots of credit to 
Adv. Dir. Joe Hennion and his 
assistant, Chuck Naas for saving 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. ® Chicago 31, Ill 
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Year-long project complete .. . 


‘Best of AR’ Series 
Draws to Close with 
Basic Premium Guide 


In this issue, we reluctantly bring 
to an end a series of features in 
which we have taken a great deal of 
pride “The Best of AR.” Each of 
the 12 articles in this year-long 
series has added an important new 
piece of reference literature for ad- 
vertising and sales promotion li- 
braries. 

This series has been one which 
AR is uniquely equipped to pro- 
duce. Each of the articles has been 
a composite round-up of basic in- 
formation on a_e specific subject 
drawn from the best articles AR has 
published during its six years of ex- 
istence. To each has been added 
special material from our ever-in- 
creasing reference files. In addition, 
we have called upon nearly 1,000 
experts to help review and edit the 
series. 

In a way, this series has provided 
us with an excellent opportunity to 
take inventory of our editorial out- 
put. In preparing each of the arti- 
cles, we have found certain “holes” 
in our coverage of the subjects in- 
volved. It will be our aim during 
the coming months to “fill” these 
gaps with more valuable reference 
material. 

Our consulting experts for this 
series have been particularly help- 
ful in identifying areas which need 
added editorial emphasis. We have 
carefully studied each of their com- 
ments, criticisms and suggestions 
and are convinced that this expert 
counsel will result in an even better 
AR in the months ahead. 


> We must confess, however, that 
we have been highly pleased to find 
that this inventory-taking indicates 
that we have done a pretty thorough 


job of covering the basics of each 
of our areas of editorial interest in 
our relatively short span of exist- 
ence to date. In most of our fields, 
AR has published more basic refer- 
ence material than ever before pro- 
duced by any magazine edited for 
the non-specialized adman. 

In certain areas, the “Best of AR” 
feature has represented the first 
available detailed reference guide 
for admen. This is true, for example, 
in the specialty advertising field, 
where “A Basic Guide to Specialty 
Advertising” has been widely ac- 
claimed by both buyers and suppli- 
ers as the most complete reference 
piece on the subject ever published. 

While the twelfth in this series, 
“Do’s & Don’ts for Premium Buy- 
ers,’ which starts on page 49, is the 
last of our “Best of AR” features, it 
does not mean that we have aban- 
doned our popular “AR Adman’s 
Handbook” completely. Now that we 
have provided one or more basic 
reference guides for each of the 
editorial areas we cover regularly, 
we will return to our previous pol- 
icy of presenting shorter reference 
pieces in each issue dealing with 
more specific subjects. 


> This month’s feature on premiums 
will undoubtedly be of special in- 
terest to a large number of admen 
—many more than it would have 
interested when AR came on the 
scene in 1953. Since that time, pre- 
miums have become a much more 
universal medium. 

One of our early features was on 
the trading stamp boom in Denver, 
where the present upsurge in trad- 
ing stamp promotions had its roots. 
Little did we realize at that time 
that we were telling a story that 
was destined to be repeated in mar- 
ket after market as the stamp boom 
grew to mammoth nationwide pro- 
portions. 

The public acceptance of trading 
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Display typefaces in this issue . . 


. 33—Futura Bold Condensed & Demibold; 41— 


Dom Casual; 44—Bodoni Bold; 55—Karnak Intermediate & Black; 60—Onyx; 65— 


Radiant Medium & Coronet Bold; 69—-Tempo Black Italic; 75 


Bernhard Modern 


Italic; 79—Bodoni Campanile; 83—-Tempo Heavy Condensed; *3——Karnak Black 
Condensed; 99—Bodoni Black Italic; 103—Franklin Gothic; 111——Craw Clarendon 


& Rondo Bold; 113—Craw Clarendon; 


127—Brody. 


116—Clipbook #49 & Futura Ultrabold; 





stamps is just one element in a 
situation which has quickly changed 
America into a highly premium- 
conscious nation. During the past 
half decade, we've seen premiums 
accepted as an almost “standard” 
promotion method at all levels of 
marketing in all fields. 


> It would take several columns to 
list all of the evidence of the pre- 
mium boom. Just a few examples 
will explain what we're talking 
about: 

e The use of incentive programs 
in industry. 

e Tv’s give-aways. 

© The almost universal use of “door 
prizes” at ad club meetings. 

@ Continuity premium programs in 
supermarkets. 

The list could, of course, go on 
and on. But it adds up to the fact 
that America is now a premium- 
conscious nation. Just what this 
means to premium users was dra- 
matically explained at the Fall 
Premium Advertising Conference in 
New York by J. Harvey Jeffries, 
market analyst and premium de- 
partment manager for Brown & 
Williamson Tobacco Corp. 

Mr. Jeffries told how Raleigh cig- 
arets returned to premium mer- 
chandising after abandoning this 
method of promotion during the 
cigaret-scarce war years. “We real- 
ly didn’t know,” he reported, “just 
how the dropping of coupons had 
affected the acceptance of Raleigh. 
We found out quickly, however, 
when cigarets were in good supply 
once again in every market. We 
really took a nosedive.” 

He reported that the company 
had a divided camp among its ex- 


Editor Bait 

This fetching model 
is supposed to steal 
space, and she does. 
(See page 11.) 


ecutives as to whether the com- 
pany should return to the coupon 
or attempt to sell Raleighs in the 
traditional promotional pattern of 
heavy radio, magazine and news- 
papers ads. “We decided on the 
traditional approach,” Mr. Jeffries 
explained, “and during these years 
we really opened both barrels. But 
still we had that disheartening 
downward trend.” 

As a result, the company spent 
$55,000 on an exhaustive study of 
the cigaret market and Raleigh’s 
place in it. “From the moment we 
had our first returns from the field 
work there wasn’t any doubt that 
we should put the coupon back on 
the brand. We had built an image. 
And so in February 1949 we did 
return to premiums,” Mr. Jeffries 
reported. 

“What happened immediately will 
always be one of the all time great 
evidences of the power of the pre- 
mium method of merchandising,” 
he said. “We figure that overnight 
we gained a million customers for 
Raleigh. True, most of them were 
old customers coming back. But 
that simply points up the single 
greatest strength of a continuing 
coupon plan—its remarkable power 
for holding customers.” 


> Our main reason for telling you 
about Mr. Jeffries’ talk at this time, 
however, are these comments which 
he added to his premium success 
story: 

“We are often asked, ‘Is the fu- 
ture very bright for a continuing 
coupon plan for promoting a prod- 
uct?’ Almost invariably when you 
inquire of the person asking that 
question, you find that he is 


Sp Ieelinds 


and 


A Happy 
New Year 
to All 


Julien J. Soubiran, Presidert 
Frank D. Horan, Vice President 


and the entire staff 
VT 


A copy of “The Art and 


Technique of Photo 
Engraving" will aid you 
with your production 
problems. Send $2.00 
for the latest edition. 
sighs 
Inquire about our 16mm 
sound color film on 
Photoengraving. 


ENGRAVING CO., INC. 
44 WEST 28th ST., NEW YORK 1, N.Y. 
MU ee Ma eee EL) 


Branch Offices: Newark, N.J., Allentown, Penna 
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A New System for 
Keeping Production 
On Schedule 


Gardner Advertising Co., St. Louis, after surveying 
leading agencies all over the country, set up an 
Internal Control Department which has saved time, 


Meet Behr-Manning's 
Friendly New Bear 


Designer Jim Nash tells of 
the thinking behind a trade- 
mark designed to help a 
company enter the consum- 
er market. 


How Pre-testing Boosted the Popularity of 
Will-kins and Wont-kins 


Consumer reaction helped to shape these 
television commercials for Wilkins Coffee to 
reach a new high in viewing percentages. 


Te 


concerned because they feel that 
the current boom in trading stamps 
takes some of the luster and at- 
tractiveness away from the con- 
tinuing coupon plan of promotion. 
We believe the reverse to be true— 
that largely because of the trading 
stamp oriented economy of today 
we will have a much brighter fu- 
ture. Let me explain: 

“All of the market research we 
have done on Raleighs—and it has 
been quite considerable—has 
pointed up two outstanding fea- 
tures of a continuing coupon plan. 
First is its wonderful ability to hold 
your customer. Secondly, we've 
found that it takes more than or- 
dinary effort to gain new cus- 
tomers. 

“Early in the game we found that 
the adoption of a premium plan 
alone is not enough. You must make 
that plan known and wanted. The 
biggest single problem facing the 
manufacturer who uses a _ con- 
tinuing coupon premium plan is to 
find and reach economically those 
people who have no ‘prejudice’ 
against premiums. 

“Many people resent a coupon as 
an attempt to ‘bribe’ you. Being at 
a loss to understand why a com- 
pany would be so nice as to give 
them something free, they react by 
thinking that this is another scheme 
to sell an inferior product and fool 
the public. The average adult has 
learned through teaching and ex- 
perience not to expect something 
for nothing. When he is offered a 
premium, therefore, he is inclined 
to be suspicious of the intentions 
of the manufacturer. 


> “To see how widespread was this 
feeling, let’s look at what we found 
in a study done in 1948: 


e “Among all the people ques- 
tioned—a representative sample of 
the whole country—only 38% had 
a generally favorable attitude to- 
ward coupons. 


e “Among those who had never 
collected any coupons only 27% 
had a favorable attitude .. . 


e “But among those who had at 
some time collected coupons a 
whopping 62% were favorable. 

“This study was made in 1948. 
At that time only 30% of the adult 
population had ever saved coupons. 
Since 1948 that has drastically 
changed. At the present time some 
60% of all families in the U. S. save 
trading stamps. That can only mean 
a vastly improved climate in which 
the continuing coupon plan op- 
erates.” 

We would like to take the op- 
portunity of extending Mr. Jeffries’ 





TEAR OUT 


TEAR OUT 


Take a 
good look at 
Allied 
IFA VARA LE 
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British Opaque Imperial Bible 


Cellupaque 


When production and mailing costs are of primary consideration ...a good look at the 
advantages of Allied lightweight papers may result in substantial savings without sacrificing 
promotional effectiveness. On inserts, catalogs, stuffers, booklets and similar material, the selection 
of Cellupaque, British Opaque, or Imperial Bible can reduce paper costs by as much as 30%. 
With postal rates up mailing costs too, can be held to a proportionate level by wisely utilizing one 
of these sheets. 


Allied lightweights have greater opacity ... they’re made with a high percentage of de-inked 
fibre giving the sheets the inherent characteristics of high opacity and printability. These are the 
essentials which assure fine printed results . . . the essentials which have made Cellupaque, British 
Opaque, or Imperial Bible the choice, in many cases, over a heavier sheet. 


Tear out this insert. Take a close look at Allied lightweights. Then consult with your printer on 
the economics of using them on future catalog and promotional material. 


ALLIED PAPER CORPORATION KALAMAZOO, MICHIGAN 


Write today for your free portfolio of Allied’s... 
“CASE HISTORIES OF THREE ALLIED LIGHTWEIGHTS” 





ALLIED...A COMPLETE LINE OF PREFERRED 
PRINTING PAPERS 


Cellufold Offset Enamel 
Celluprint Enamel 
Cellugioss Offset Enamel 
Imperial Enamel 

Imperial Offset Enamel 
Velour Enamel 

Velour Offset Enamel 
Campaign Bristol 
Cellugloss Litho C1S 
Monarch Litho CiS 


Comet Colored Enamel 
Custom Offset 

Solar Offset 

Climax M.F. Litho 
Climax English Finish 
De Soto English Finish 
Climax Eggshell 

De Soto Eggshell 
Imperial Bible E.F. 
British Opaque E.F. 
Britehue Tints 
Northbrook Bond 
Northbrook Mimeo 
Northbrook Duplicator 


Plaza Offset 
Forester Offset 
Forester M.F. Litho 


Available from conveniently located paper merchants across the country... 


ATLANTA, GEORGIA 
Dillard Paper Company 


Graham Paper Company 
Whitaker Paper Company 


BIRMINGHAM, ALABAMA 
Whitaker Paper Company 


BUFFALO, NEW YORK 
Alling & Cory Company 
CHARLOTTE, NO. CAROLINA 
Dillard Paper Company 
CHICAGO, ILLINOIS 
Atwood Paper Company 
Berkshire Paper Company 
Butler Paper Company 
Forest Paper Company 
Haggarty Paper Company 
Hobart Paper Company 
Marquette Paper Company 
Messinger Paper Company 
Midland Paper Company 
Moser Paper Company 
Reliable Paper Company 
Whitaker Paper Company 
COLUMBUS, OHIO 

Central Ohio Paper Company 
CINCINNATI, OHIO 
Chatfield Paper Company 
Diem & Wing Paper Company 
Johnston Paper Company 


CLEVELAND, OHIO 

Central Ohio Paper Company 
Petrequin Paper Company 
DALLAS, TEXAS 

Clampitt Paper Company 
DAYTON, OHIO 

Central Ohio Paper Company 
Whitaker Paper Company 
DENVER, COLORADO 

Butler Paper Company 

Dixon Paper Company 
Graham Paper Company 

DES MOINES, 1IOWA 

Pratt Paper Company 
DETROIT, MICHIGAN 

Butler Paper Company 
Central Ohio Paper Company 
Union Paper & TwineCompany 
FORT WORTH, TEXAS 
Southwestern Paper Company 
INDIANAPOLIS, INDIANA 

C. P. Lesh Paper Company 
MacCollum Paper Company 
JACKSONVILLE, FLORIDA 
Knight Brothers Paper Co 
KALAMAZOO, MICHIGAN 
Bermingham & Prosser Co 


KANSAS CITY, MISSOURI 
Bermingham & Prosser Co 
Butler Paper Company 
Graham Paper Company 


LOS ANGELES, CALIFORNIA 
Sierra Paper Company, Inc 


LOUISVILLE, KENTUCKY 
Louisville Paper Company 
Rowland Paper Company 
Southeastern Paper Company 


MIAMI, FLORIDA 
Knight Brothers Paper Co 


MILWAUKEE, WISCONSIN 
Moser Paper Company 

Reliable Paper Company 
Standard Paper Company 


MINNEAPOLIS, MINNESOTA 
Butler Paper Company 
C. J. Duffey Paper Company 


NASHVILLE, TENNESSEE 
Dillard Paper Company 
Graham Paper Company 


NEW ORLEANS, LOUISIANA 
Butler Paper Company 
Graham Paper Company 


NEW YORK, NEW YORK 
Alling & Cory Company 
Baldwin Paper Company 
Richard Bauer & Company 
Bulkley Dunton & Company 
Canfield Paper Company 
Coy, Hunt & Company 
Crestwood Paper Company 
Henry Lindenmeyr & Sons 
Reinhold-Gould 

Royal Paper Corporation 
Shapiro Paper Corporation 
Walker-Goulard-Plehn Co 
Whitaker Paper Company 


OKLAHOMA CITY, OKLAHOMA 
Oklahoma Paper Company 


OMAHA, NEBRASKA 
Field Paper Company 
Graham Paper Company 


PHILADELPHIA, PENNA. 
Garrett-Buchanan Co 

Paper Merchants, Inc 

The J. L. N. Smythe Company 
Wilcox-Walter-Furlong Paper 

Company 

PITTSBURGH, PENNSYLVANIA 
Alling & Cory Company 
Central Ohio Paper Company 


ROCHESTER, NEW YORK 
Alling & Cory Company 
ROCK ISLAND, ILLINOIS 

C. J. Duffey Paper Company 
SAN FRANCISCO, CALIFORNIA 
Bonestell & Company 

Pacific Coast Paper Company 


SCRANTON, PENNSYLVANIA 
Megargee Brothers, Inc 


ST. LOUIS, MISSOURI 
Bermingham & Prosser Co 
Butler Paper Company 
Graham Paper Company 


SYRACUSE, NEW YORK 
Hubbs & Howe Company 
J. & F. B. Garrett Company 


TOLEDO, OHIO 
Central Ohio Paper Company 


TULSA, OKLAHOMA 
Tayloe Paper Company 


WASHINGTON, D. C. 
John Floyd Paper Company 
Whitaker Paper Company 


WICHITA, KANSAS 
Graham Paper Company 
Wichita Paper Company 





comments to the entire field of pre- 
miums—not just continuing coupon 
plans. 


» Just one more quick observation. 
One of the biggest changes in pre- 
miums is the trend toward items 
with a bigger price tag. There used 
to be a “rule” that 25c was top 
price for a self-liquidator. Today, 
the sky seems to be the limit. 

Remember radio’s Dr. IQ and 
his “ten silver dollars for the lady 
in the balcony?” Today he would be 
lucky if he could make a favorable 
impression with less than 10,000 
silver dollars in a diamond-studded 
bag! 


> There’s cheesecake and cheese- 
cake, but for some reason we were 
intrigued by a photo release from 
Crown Zellerbach plugging a new 
package for its Chiffon facial tis- 
sues (see cut). Just what story the 
gal is supposed to be telling, we’re 
not sure. And why any editor 
should run the picture is hard to 
say. 

But, as we said, there’s cheese- 
cake and cheesecake .. . 


> Our friend Joe Russakoff in New 
York sends along a very interesting 
promotion piece put out by South- 
worth Co., makers of typewriter 
papers. 

In a simple, little folder, printed 
to resemble a_ legal document, 
Southworth recites a 1956 court 
case in which a company repre- 
sentative testified that a deed dated 
in 1951 was typed on a sheet of 
Southworth’s permanent record 
paper manufactured in 1955 — four 
years after the date on the deed. 
Result: a young lady found her- 
self the owner of $10,000 worth of 
property which would otherwise 
have been lost to her. 

Southworth, the folder explains, 
codes its paper. For all practical 
purposes, however, the paper is 
identical in color and appearance 
from one year to the next. 

We found this true story fascinat- 
ing, but were even more impressed 
with the technique of using a simu- 
lated legal document for presenta- 
tion. The simple folder was a 7x 
1214” sheet of white bond, French- 
folded to 342x6%4” and printed in 
red and blue. Copy was in type- 
writer type (blue) with those red 
vertical rules that identify legal 
documents. 


> Interesting item from “Post 
scripts,” newsletter of the Mail Ad- 
vertising Service Assn.: “A _ sales 
help has been initiated by Inter- 
national Harvester. The company 
gives all its employes cards pro- 


moting the company’s products. The 
employes mail them out when pay- 
ing personal bills to grocers, dairies, 
utilities, ete. So far, 1% million 
cards have been printed.” 44 


for wou 
to enter 


Golden Spike Awards 

Sponsored by the Assn. of Railroad Ad- 
vertising Managers. Open to any busi- 
ness, industry or organization — other 
than railroads — whose advertising or 
promotion of their own products or serv- 
ices contributes to a better understand- 
ing and appreciation of the railroads. 
Entries may consist of newspaper or 
magazine advertising, direct mail, post- 
ers, radio programs or announcements, 
tv programs, spot commercials, motion 
pictures, point-of-purchase displays, ad- 
vertising specialties, etc. Entries must 
have been used between Jan. 1, 1958 to 
Dec. 31, 1958. Submit entries to A.W. 
Eckstein, Chairman, A.R.A.M. Advertis- 
ing Awards Committee, Illinois Central 
Railroad, 135 East Eleventh Place, Chi- 
cago 5. 

Closes Dec. 31, 1958 


Folding Carton Awards 

Sponsored by Folding Paper Box Assn. 
of America, 222 W. Adams, Chicago 6. 
Open to members of the Folding Paper 
Box Assn. of America. All cartons sub- 
mitted in the 1959 competition must 
have been manufactured and _ shipped 
during the year 1958, and the box must 
be made of not less than 50 percent 
paperboard. All entries will be judged 
for technical superiority of printing; 
superiority of construction; best example 
of potential new volume use; general 
merchandising superiority. In judging 
superiority of printing, winners will be 
selected for best letterpress in one, two 
and three-color examples and also for 
the best color process. Awards will be 
made for flexographic printing, gravure 
printing and best offset-lithographic 
printing. 


Musical Themes in Advertising 

Sponsored by American Music Confer- 
ence; information from the Philip Lesly 
Co., 100 W. Monroe Street, Chicago 3. 
Covers any printed or outdoor advertise- 
ments using a musical theme to promote 
non-musical products, or services. There 
are no restrictions on who may submit 
entries. 

Closes Jan. 12, 1959 


Closes Dec. 31, 1958 
American Film Festival 


Sponsored by the Educational Film 
Library Assn., 250 West 57th St.. New 
York, 19. Open to all non-theatrical 
16mm films and sound or silent film- 
strips released in the U.S. during 1957 
and 1958. Entries are eligible from the 
educational, industrial, medical, cultural, 
and religious fields. Entry blanks are 
available from Emily Jones, Administra- 
tive Director, EFLA, 250 W. 57th St., 
New York 19. 

Closes Jan. 20, 1959 








Dont let a few cents 

stand between you 

and product 
identity ! 


Give your products the merchandise and 
sales lift they deserve by packing them 
in “personalized” decorative papers by 
Thilco. They cost but a few cents more 
than plain, uninteresting papers and 
provide the lowest cost advertising you 
can buy — the space is free! Whatever 
protective function you seek in paper, 
chances are Thilco has it and practical- 
ly all our papers can be PRINT-DEC- 
ORATED as you'd like them. 


LOOK WHAT 
PENNIES BOUGHT 
HERE 


er) cae me) LD 
spiral wrap 
uM hitb 
with functional 
protecticn—a 
traveling 

re Parra 
from factory to 
Ee 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 


THILMANY PULP & PAPER COMPANY | 
KAUKAUNA - WISCONSIN 


NEW YORK @ CHICAGO © DETROIT © CINCINNATI 
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OPAQUE| to sAVE POSTAGE 


INvo Ic es 


erurters Look for big postage savings 
Orm when you run on Nekoosa NEKOOSA OPAQUE 
S Opaque. Because of its very ee 
erers high opacity, you can use it in white only... in 
\e much lighter weights than English finish, basis 
would be required in an ordi- ye oe . ee 
vellum finish, basis 
nary paper. And Nekoosa 40, 50, 60, 70, 80, 100. 
Opaque is famous for its superb Ask your Nekoosa 
printability ... assuring out- Sager chee te 
: show you samples! 
standing performance on any 
press, letterpress or offset. 


Pr Ic e 


NEKOOSA-EDWARDS PAPER COMPANY, PORT EDWARDS, WISCONSIN 


Z Mills at Port Edwards, and Nekoosa, Wisconsin, and Potsdam, New York 
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© Profitable Sales Promotion, by 
Harry Simmons, Prentice-Hall Inc., 
Englewood Cliffs, N. J., 551 pages, 
$8.50 .. . The sales promotion man- 
ager, in today’s progressive com- 
panies, is becoming one of the keys 
in marketing, and at the same time, 
he is being given one of the most 
difficult assignments. He has to have 
his fingers in more pies and know 
more about more media of adver- 
tising and promotion than anybody 
else in the company or its agency. 

To anybody working in this field 
or moving in this direction, Mr. 
Simmons’ latest book will be a 
treasure chest. Packed with actual 
case-histories, checklists and prac- 
tical suggestions, the book will be 
referred to often. 

The seven sections of the book, 
each of which includes several 
chapters, cover sales promotion 
philosophy, point-of-purchase, sales 
tools, visual selling aids, retailer 
helps, educational activities, meet- 
ings and conventions. 


@ The Pros and Cons of Motivation 
Research, by Advertising Age, Chi- 
cago, 112 pages, $1.50 . . . This pa- 
per-bound book is made up of ar- 
ticles published in the columns of 
Advertising Age, by a wide variety 
of contributors, including Mark 
Wiseman, Pierre Martineau, James 
D. Woolf, Margaret Mead and Steu- 
art Britt. Some were written es- 
pecially for Advertising Age, others 
were adapted from speeches and 
other journals. 

In a convenient form, this booklet 
will serve as a good introduction to 
some of the complexities of this new 
development in the use of psycholo- 
gy in advertising. 


© A New Way to Better English, 
by Rudolf Flesch, Harper & Bros., 
New York, 177 pages, $3 . . . This is 
a stimulating book which can be 
read with profit by beginner and 
experienced writer alike. Mr. Flesch 
continues his series of readable 
guides to better and simpler writ- 
ing. The exercises given at the end 
of each chapter, if carried through 
consistently, will help improve 
writing habits and style. 

The author presents another in 
iis series of “readability formulas.” 
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This is simpler than his preceding 
ones, but one can get picky about 
his technique for measuring simple 
and clear writing. While readable 
prose will score high on this new 
measuring scale, it is my feeling 
that a high score will not guarantee 
writing that will communicate. If 
you write with a conscious effort to 
improve your score, you may end 
up with a very turgid piece of prose, 
lacking grace and style. The prin- 
ciples, however, are good, and worth 
holding onto as general guides. 


@ Point-of-Sale Symposium, by 
Leon Goodman, Leon Goodman 
Displays Ltd., 119 Whitefield St., 
Tottenham Court Rd., London WI, 
England, 120 pages, $3.75 ... For a 
sampling of current British thought 
and work in the field of point-of- 
purchase, this book, edited by one 
of the country’s leading producers, 
is a useful addition to anybody con- 
cerned with p.o.p. It presents brief 
reports from a large number of 
British advertising managers who 
use p.o.p. plus comments from lead- 
ing agencies. An appendix contains 
53 photographs of current and 
classic displays. 


© Production in Advertising and 
the Graphic Arts, by David Hymes, 
Henry Holt & Co., New York, 376 
pages, $8.75 . . . This is a well-put- 
together book, with enough illus- 
trations and examples to give easy 
comprehension to its explanation of 
various production procedures. Its 
12 chapters cover advertising art, 
photoengraving, typography, dupli- 
cate plates, paper, ink, printing, 
lithography, gravure, the _ silk- 
screen process, binding and die- 
cutting, and printing terms. Each 
is handled simply and clearly. The 
book’s aim, as outlined in its preface, 
is “to give a practical working 


Es thes thi casi whiri thi i’s and e’s 
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knowledge of production to all in- 
terested in advertising . . . to serve 
as a liaison between the graphic 
arts and the advertising profes- 
sions.” 

Purists may object to some of the 
author’s handling of material. For 
example, the chapter on printing 
refers almost exclusively to letter- 
press, while a separate chapter is 
devoted to lithography. There is 
no mention of flexography. While 
over 100 pages are devoted to sam- 
ples of typefaces, they are, as far 
as this reviewer could discern, in 
no useful classification, except for 
a three-page section where faces 
are grouped into broad families. 

On the other hand, its copy-fitting 
chart is as complete as any except 
the very largest available, with 
more faces and sizes included than 
in most other sources. 

To sum up, a useful book to have 
handy, especially for the man who 
needs to have some_ production 
process explained to him, rather 
than for the man who must carry 
it through. It will help you to un- 
derstand the experts, if not to be- 
have like one. 


© Graphis Annual 1958/59, edited 
by Walter Herdeg, Hastings House, 
New York, 205 pages, $14.50 . 
The seventh in this series of 
portfolios of advertising art from 
all over the world, this matches the 
high standards of its predecessors. 

The contents are divided into sec- 
tions according to end-use, with the 
largest sections devoted to ads, 
posters and booklets, 129 pages in 
all. The rest of the book includes 
examples of television art, film ad- 
vertising, book jackets, packaging, 
house organs, calendars, Christmas 
cards, letterheads and trademarks. 

With numerous plates in full 
color, and large black-and-white 
illustrations, the book is a sparkling 
source of new ideas. 


© How to Plan Products That Sell. 
American Management Assn., 1515 
Broadway, New York, 148 pages, 
$3.75 ($2.50 to AMA members)... 
The report of a special conference 
held by AMA’s Research and De- 
velopment Division, this brings to- 
gether the thinking of a number of 
experts on new product introduc- 
tion. In part one, five management 
men present the techniques adopted 
in their companies for developing 
new products, while part two covers 
planning for sales. 

This second section is devoted 
largely to a presentation by BBDO 
staff members of the thinking of 
that agency, going into the coordi- 


--- Cont. on p. 19 
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this folder lithographed on Adena Offset, Basis 70, Regular Finish. 
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Wyant & Sons Paper Company 


Baltimore Paper Company 
Dillard Paper Company 
Franklin-Cowan Paper Company 


Copco Papers Incorporated 
Chicago Paper Company 
Messinger Paper Company 

The Johnston Paper Company 
The Central Ohio Paper Company 
The Central Ohio Paper Company 


Southwestern Paper Company 
The Central Ohio Paper Company 
Butler Paper Company 

The Central Ohio Paper Company 


Southwestern Paper Company 
Carpenter Paper Company 


Rourke-Eno Paper Company, Inc. 
Southwestern Paper Company 


American Paper & Supply Company 
The Central Ohio Paper Company 


AA 


Midwestern Paper Company 
Superior Paper, Inc. 


Nackie Paper ompany 
Butler Paper Company 
Minnesota Paper and Cordage Company 


Clements Paper Company 
Rourke-Eno Paper Company, Inc. 
Butler Paper Company 

Canfield Paper Company 
Linde-Lathrop Paper Company, Inc. 
Paper Corporation of United States * 
Royal Paper Corporation 


Walker-Goulard-Plehn Company 
Cordage C 
ympany 
per Merchants, Inc. 
Butler Paper Company 
The Central Ohio Paper Compan 
Fraser Paper Company 


y 


Norris Paper Company 


Genesee Valley Paper Company 


Shaughnessy-Kniep-Hawe Paper Company 


American Paper and Supply Company 
Wilson-Rich Paper Company 

Soames Paper Company 

Rourke-Eno Paper Company, Inc. 

J. & F.B. Garrett Co. 


The Central Ohio Paper Company 


Koch Paper C 


CHILLICOTHE PAPER CoO., Chillicothe, Ohio 





nation of merchandising and de- 
sign, two product case histories 
(Ban and Betty Crocker Mixes) and 
how to use brainstorming on new 
products. 

The third part of the report has 
three recent case histories, each 
presented by a responsible execu- 
tive of the company concerned. 
These cover Dictaphone’s Dictet, 
Stromberg-Carlson’s Pagemaster, 
and Hamilton’s electric wristwatch. 

The report is well worth reading 
by any advertising executive who 
is faced with the problem of intro- 
ducing a new product, and the 
earlier in its development he reads 
it, the better. 


© Comprehensive Word Guide, by 
Norman Lewis, Doubleday & Co., 
New York, 912 pages, $5 . . . More 
than 120,000 word entries are in- 
cluded in this new reference vol- 
ume. The arrangement is by cate- 
gory, with 1144 different categories 
being included. 

Each category includes different 
aspects or approaches to a single 
thought. For example, +932 covers 
the subject of “three,” and its 38 
groups of words give you choices of 
words which present one or an- 
other of the meanings that involve 
three-ness. As another example, 
category +674.8 (to say or state) 
lists, with brief definitions, 120 dif- 
ferent verbs that express this mean- 
ing. 

This can be an extremely helpful 
book in finding just the right word 
to express the exact meaning you 
want. It is useful as a _ reference 
book when working with words, 
and many of us who find words 
fascinating in themselves, will en- 
joy browsing through it. 

A 213-page alphabetical index 
makes it easy to find any particular 
word you are looking for. 


® Commitment to Freedom, by Er- 
win D. Canham, Houghton Mifflin 
Co., Boston, 454 pages, $4.85 . 
This history of the first fifty years 
of The Christian Science Monitor, 
by its respected editor, tells how a 
church-sponsored newspaper has 
become one of the world’s out- 
standing dailies. An interesting ex- 
periment in communication, the 
book should be of interest to al- 
most everybody who reads news- 
papers regularly. 

Of particular interest is the chap- 
ter on advertising, which tries to 
explain the paradox of how an in- 
ternationally circulated newspaper 
can sell local advertising, especial- 
ly when it is restricted by the taboos 
of the Church whose name it bears. 


FROM ANY 
POINT 
OF VIEW 


Complete range of sizes, materials, styles at 
amazingly low prices. Used by America’s largest 
advertisers. Ask for our free design service and 
quotations without obligation. Will warehouse and 
drop-ship as you require. 

“Wall Showmanship Since 1927” 


HOLLYWOOD BANNERS 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
116 East 32nd Street ° New York 16, N. Y. ° TELEPHONE: OR 9-4790 


Merry Christmas 
Friends of Good Typography 


Here Type Can 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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PRINTING? 


5 out of 5 correct — you are a silk screen printer! 
4 out of 5 correct — excellent. 

3 out of 5 correct — good. 

Less than 3 out of 5 correct—call your silk 
screen printer today! 


ale Ee BOR yao OF, 


QUESTIONS 
1. Silk screen printing and screen process 
printing are two different types of reproduction 
systems, true or false? 
2. All screen process printing is done using 
’ silk screens, true or false? 
_ 3. Silk screen printing cannot reproduce 4- 
| color process art, true or false? 
- 4. Trade terminology for a silk screen printer 
|. isa “processor,” true or false? 


> 5. NAZ-DAR Silk Screen Inks are the world’s — 
- most widely used for all types of P-O-P jobs, — 


» true or false? 
ANSWERS 


/ 1. False—They’re one and the same. Although ~ 
the industry calls itself the Screen Process © 
Printing Industry, many purchasers of the © 


industry's products still refer to it as silk screen 
printing. 

2. False—Probably the majority of screen 
process printing jobs are still run using screens 
of varying densities of siik mesh, but many jobs 
are printed using dacron, nylon and “metal 
cloth” screens. 

3. False—Screen process printers across the 
country are busy turning out thousands of 
beautiful 4-color process jobs every day. Qual- 
ity of reproduction is extremely faithful to 
original art, plus the added impact of screen 
process color! 

4. True—He may be a silk screen printer to 
you, but to the industry he’s a processor. 


Because of the amazing versatility of screen © 


process printing, the industry feels that a silk 
screen ‘‘printer” actually contributes much 


more to every job than laying down color on 
paper. By working with plastic, wood, card- © 


board and metal, the printer actually processes 
the surface with his lettering or designs; hence 
the description processor. 

5. True—Over the past thirty-six years, 
NAZ-DAR Inks have established their own 
unmatchable reputation for quality perform- 
ance with processors, production executives, 
display designers and sales executives all over 
the world. More NAZ-DAR Inks are used in the 


United States and abroad than any other brand. 


Why not mention NAZ-DAR Inks by name on 
your next purchase order and remember... 
consult your friendly screen process printer 
for helpful suggestions on all 
Point-of-Purchase material. 


The NAZ-DAR Company 
461 Milwaukee Avenue 
Chicago 10, Illinois 


: 
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You 


i SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Corrugated Carrier Handle 
Saves Arms and Artwork 


In the 


salesman 


lithography business a 
is often called upon to 
carry flats of artwork of such size 
that they are impossible to get un- 
der his arm. Tying the package is 
dangerous since it might possibly 
“bow” the artwork or damage it in 
some other way. 

I've found the quickest, simplest 
and most readily available solution 
is a handle made of a piece of corru- 
gated board. Using an approximate- 
ly 8x10” size with the fluting the 8” 
way, I attach this to the package at 
a comfortable arm’s length, with 
gummed tape along the two sides 
and top only, leaving the bottom 
10” side open. 

With this as a handle, packages of 
considerable size and weight can be 
easily handled. 

PuHiture A. SCHWARTZ 

Kaumagraph Co., Wilmington, 

Del. 


Job Rack Substitutes 
Save Office Costs 


Our artists and copywriters were 
using units of metal dividers to keep 
track of jobs in progress. Although 
these desk organizers were doing 
the job they were quite expensive 
when one considered the number 
being bought. 

Phonograph record racks — com- 
monly used for LP record storage — 
turned out to be attractive alterna- 
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tives that saved us 60° on office 
costs. Job envelopes, file folders, 
mailing envelopes and “swipes” all 
fit orderly and well in these racks, 
saving time as well as the initial 
purchase cost. For heavier presenta- 
tion books, we use either common 
book brackets or rubber dish racks. 
GeEorGE Dowp 
Office Mgr., Adworkers’ Associ- 
ates, Boston 


Works Out New Method 
For Mat Proof Sheets 


In making layouts, I found my- 
self hampered by the fact that all 
too often advertisers had supplied 
small newspaper mats, but no proof 
sheets. Knowing several methods of 
reproducing these mats at my desk, 
all unsatisfactory for my purpose, I 
one day conceived this idea — and 
it worked! 

Following the basic principle of 
newspaper mats, I pressed a piece of 
nearby kneaded _ rubber eraser 
carefully onto the front side of the 
mat. It was little trouble to remove 
the impression from the mat, ink 
this positive from a stamp pad, and 
gently press it onto a piece of sepa- 
rate paper — not on the layout it- 
self. Cutting out my “print” and 
pasting it on the layout gave me an 
attractive and very readable repro- 
duction! 

While this idea is impractical for 
large mats, I have found it ideal for 
those 1” or 1%” square or so. Per- 
haps some AR reader may find a 
way to make this method practical 
for even larger sizes! 

DatLtas WYANT 

TV-Radio Promotion Consultant 

Albuquerque, N.M. 





Want a New Logo Look? 
Then Do It Like This! 


I had a hand-lettered logo that 
looked like this: 


CoOnSOWELD 


Which I had to redimension to 
look like this: 


ConsoweLtp 


So I set up my view camera like 


And was able to measure the ex- 
act size I wanted right on the 
ground glass. 

Ken Mac Cowan 

Ad. & Sales Pro. Consoweld 

Corp., Wisconsin Rapids, Wis. 


Uses AR as Guide 
To Spot Sign Source 


A client of ours wanted ten sets 
of a 12-page, 84x11” 3-ring binder 
presentation with illustrations in 
two colors. He wanted them for his 
salesmen who sell “in the home” 
and we were to “keep the cost to a 
minimum.” 

We had no immediate solution, 
but our “source” files—gleaned 
from AR month by month—revealed 
a brochure of Stewart Signs (AR 
March, 1957) which mentioned 
short runs, as short, as a matter of 
fact, as one. 

The happy ending of the story is 
that we got the completed job at a 
cost of $7.80 per set of 12 pages. 
Best of all, we received overnight 
service and top-notch quality. 

Si GuTMAN 

President, O’King & Gutman, 
Newark, N. J. 


Separate Price Cards 
Eliminate Re-doing 


When we make a counter card, 
we have found it a saving to leave 
the bottom half blank. In that way, 
we can print the price on a separate 
piece, which snaps into the holder. 
When prices change, we don’t have 
to redo the entire card, but can 
simply change the price section 
alone. 

BERNIE ELFMAN 

V.P., Sales Promotion, Olen Co., 

Mobile, Ala. 





EMBOSSED PLASTIC SIGNS 
made without costly molds 
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Detroit's Cunningham drug stores are marked by distinctive 
embossed plastic signs. They are made by Hanover. 


buy one or a thousand 
change copy on every face 


Hanover embossed plastic signs give 
you advantages formerly available 
only to users of large quantities. 
Whether you buy signs one at a time 
or—you pick the number—there are 
no mold charges for stock sizes and 
letters. In many cases you save enough 
to buy extra signs. You have new 
freedom of design, too. Change copy 
on every face if you like. 

This new flexibility for your sign 
program is provided by a unique press 
designed and built by Hanover.* Copy 
and background pattern are vacuum- 
embossed in a single sheet of clear or 
pigmented heavy gauge plastic. 


*Patent applied for on press and process. 





Signs are painted on the inside surface 
in brilliant, non-fading acrylic colors. 
Letters are sharp and clean. 

You can specify backgrounds in 
corrugated, plain or multi-facet pat- 
terns. Choose from a variety of block 
letters. Use trademarks, script letters 
and special pictorials at small addi- 
tional cost. Stock sizes up to 4’ x 10’ 
are available. All standard mounting 
styles and lighting plans. 

Build your sign program around 
Hanover embossed plastic signs. For 
details write Hanover Neon Electric 
Corp., 767 N. Fourth St., Columbus 
8, Ohio. 


HANOVER tiers soos sion 


) Coreen AAs 8 
VIRGIN VINYL 


ZIPPER 
Bey ws 


FIRM 


QUANTITY COSTS: 


(Logo or imprint 
printed FREE, 
Please supply art). 


100-250 $ .55 $ .65 
500 $ .52 $ .62 


(Silk screening,gold stamping, embossing available) 


AMERICAN THERMOPLASTIC CO, 
425 Ist Ave., Pittsburgh 19, Pa. 


Please send my free briefcase in (circle 
one)rede greens tane browne navy ¢ black 
Also enter my order for more 
(quantity) 


in , subject to approval of sample. 
(color) 


101x151. 12x16 ADDRESS 
CITY 
1000 $ .50 $ .60 ZONE 
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signs & 
comments 


Bright new ideas in sign design 
developed by the Mulholland- 
Harper Company 


Internally-illuminated Plexiglas Box 
Signs for Ward Baking Co. (above) 
capitalize on company's clever 
Emily Tip TV spots. Simple design 
and bright colors attract attention. 


FOR CLEANER ENGINES! 


Three-dimensional service station 
sign (above) manufactured by 
Mulholland-Harper features Sun 
Oil's motor oil and Fram oil filters. 
Vacuum formed of durable plastic, 
sign mounts quickly on wall, win- 
dow or rack; stimulates sales of 
both products. 

Another Mulholland-Harper idea 
that's catching on is using Thomas 
Truck Poster Holders to take ad- 
vantage of free advertising space 
on truck side panels. They hold 
posters firmly on all four sides; 
even newspaper ads or paper 
posters can be used. It's no longer 
necessary to use expensive card- 
board posters. Advertisements or 
posters can be changed in less than 
60 seconds simply by lifting spring- 
loaded side moldings. Construction 
is heavy-gauge aluminum. 

Write for information on these and 
other M-H sign ideas. 


MULHOLLAND-HARPER COMPANY 


Half a Century of Sign Design and Manufacturing 


9808 TACONY STREET, PHILADELPHIA 24, PA. 
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READERS 


Compose, Don’t Crib 


e I think in all fairness to your 
readers you had best straighten 
them out on a point in Mr. Fred 
Niles’ article (“How to Get More 
From Your Film Budget,’ AR, 
Oct.). He couldn’t have been fur- 
ther off base than when he said 
library music achieves the same de- 
sired effect as original scoring. 

Canned music can no more do the 
job original scoring does than stock 
footage can replace film photo- 
graphed for a specific purpose. If 
Mr. Niles had said that library 
music has its place under tight 
budgetary requirements and can 
give you something of the over-all 
effect desired, I would agree with 
him. 

I could go on at length about the 
values of original music. The man- 
ner in which it creates mood, sets 
pace, builds product image, en- 
hances photography, highlights 
every selling point. 

HERMAN EDEL 

Acct. Supervisor, Music Makers 

Inc., New York 


e@ Mr. Edel’s points are all very well 
taken. A musical string or harp 
glissando can enhance or under- 
score a product benefit. The right 
kind of melody can set the mood. 

But directions for music have to 
come from the creators of the com- 
mercials. Too often music is an 
afterthought. No budget is allotted 
for original music. And Mr. Edel 
will agree, I am sure, that a suffi- 
cient budget should be allowed to 
do the job right. 

We recommend the use of music 
frequently to enhance a commer- 
cial. If it has been planned from 
the outset, with a budget set for it, 
then we most assuredly utilize the 
talents of composers, arrangers and 
musicians. 

But when price dictates the other 
way, we would rather use library 
music than none at all. Libraries 
are well cataloged and organized. 
A producer-director can quickly 
find the type of music he wants. 

We agree with Mr. Edel as to the 
value of original music. This point 
cannot be disputed. We, too, would 
like to see more original music 
included as a basic, intricate com- 
ponent of all types of motion pic- 


tures, for we feel that music can 
elevate motion pictures from the 
ordinary to the extraordinary . 
Frep A. NILEs 
Fred A. Niles Productions, Inc., 
Chicago. 


Keeping the ‘Best’ 


e I have enjoyed reading all the 
bonus features that AR has pub- 
lished, and I have kept a majority 
of them for reference purposes. 
However, since there aren’t any 
holes punched for a binder, I’ve had 
quite a job keeping them together. 
Do you have any suggestions that 
might apply to my situation? 
ALEx E. VANADIA JR. 
Office Mgr., Vanadia Associates, 
Newark, N.J. 


(While we have no special binder, 
we do have these suggestions: (1) 
Get a binder with acetate envelopes 
as pages and insert the tearsheets 
in them; (2) Purchase a set of re- 
prints, whose margins are deeper 
than the tearsheets, and which may 
be punched for a ring binder. They 
are available at 25c each from our 
Reprint Editor. 

(There is a possibility that all the 
“Best of AR” features may be re- 
printed as a book, but the plans for 
this are highly tentative . . . Ed.) 


Inverted Universe 


e I was very pleased to find the nice 
article about our Universal Map of 
Outer Space in AR for September. 
I must confess that I did not dis- 
cover a slight “blooper” until I read 
it for the second time. It was then 
that I noticed the map was upside 
down. 
THomas J. HERMES 
Sales Mgr., Fastern Comml. Div., 
Rand McNally & Co., New York 


(You can rely on AR to turn the 
universe upside down .. . Ed.) 


Mellorine Not Ice Cream 


® In September AR, you ran a story 
entitled “How to Photograph Ice 
Cream.” The fact is that they made 
a picture of Mellorine, not ice 
cream. 

You have hit upon a very touchy 
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CAST COATED PAPERS 
THE CHAMPION PAPER AND FIBRE COMPANY * HAMILTON, OHIO 
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ANMPION » PA 


* CANMPION, PAPERS 
< — 


QUALITY HOUSES 


ALABAMA 
The Whitaker Paper Company 
Mobile The Partin Paper Company 
W. H. Atkinson. . Fine Papers 


Birmingham 
Montgomery 


ARIZONA 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Little Rock Roach Paper Company 


CALIFORNIA 

Fresno Blake, Moffitt & Towne 
Los Angeles Blake, Moffitt & Towne 

Carpenter Paper Company | 
Oakland Blake, Moffitt & Towne 
Sacramento Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 
San Jose Blake, Moffitt & Towne 
Stockton Blake, Moffitt & Towne 


San Francisco 


COLORADO 


Denver Carpenter Paper Company 
Graham Paper Company 


CONNECTICUT 


Hartford John Carter & Co., Inc. 
John Carter & Co., Inc. 


New Haven 


DELAWARE 


Wilmington Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


Washington 


FLORIDA 

The Jacksonville Paper Co. 
Miami The Everglade Paper Company 
Orlando The Central Paper Company 
Tallahassee The Capital Paper Company 
Tampa The Tampa Paper Company 


GEORGIA 
Atlanta The Whitaker Paper Company | 
Macon The Macon Paper Company 
Savannah The Atlantic Paper Company 


Jacksonville 


IDAHO 
Boise Blake, Moffitt & Towne 
Pocatello Carpenter Paper Company 


ILLINOIS 
Chicago. . Bradner, Smith & Company * ** 
Dwight Brothers Paper Company | ** 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Company * 
Decatur Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Company 
Rock Island Cc. J. Duffey Paper Company 


INDIANA 


The Millcraft Paper Company 
Indiana Paper Company, Inc. 


Fort Wayne 


Indianapolis 


IOWA 


Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 


KANSAS 
Carpenter Paper Company 
Southwest Paper Company 


KENTUCKY 
Louisville The Rowland Paper Company, Inc. 


LOUISIANA 


New Orleans The D & W Paper Co., Inc. 
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THE PARADE OF CHAMPION MERCHANTS 


THAT OFFER A QUALITY LINE OF PAPER 


MAINE 
Augusta John Carter & Company, Inc. 


MARYLAND 


Baltimore Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 
Boston John Carter & Company, inc. 
The K. E. Tozier Company * 
John Carter & Company, Inc. 
Worcester John Carter & Company, inc. 


Springfield 


MICHIGAN 
Detroit The Whitaker Paper Company 
Grand Rapids Central Michigan Paper Co. 


MINNESOTA 

Cc. J. Duffey Paper Company 

Inter-City Paper Compuny 

St. Paul Cc. J. Duffey Paper Company 
Inter-City Paper Company 


Minneapolis 


MISSISSIPPI 
Jackson Jackson Paper Company 
Meridian Newell Paper Company 


MISSOURI 
Carpenter Paper Company 
Midwestern Paper Company ** 
St. Louis Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


Kansas City 


MONTANA 
Billings Carpenter Paper Company 
Great Falls Carpenter Paper Company 
Missoula Carpenter Paper Company 


NEBRASKA 
Grand Island Carpenter Paper Company 
Lincoln Carpenter Paper Company 
Omaha Carpenter Paper Company ' 


NEW HAMPSHIRE 
Concord John Carter & Company, Inc. 


NEW JERSEY 


Newark Central Paper Company 
Trenton Central Paper Company 


NEW MEXICO 


Albuquerque Carpenter Paper Company 


NEW YORK 


Albany Hudson Valley Paper Co. 
Binghamton Stephens & Company, Inc. 
Buffalo Hubbs & Howe Company 
Jamestown The Millcraft Poper Company 
New York City Aldine Paper Company ** 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation** 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
(Suiktey Dunton (Far East)’ 
Bulkley Dunton S. A.} 
) Champion Paper Corp., S. A.i 
Champion Paper Export Corp. | 
Rochester Genesee Valley Paper Company 


For Export 


NORTH CAROLINA 
Asheville Henley Paper Company 
Charlotte The Charlotte Paper Company 
Raleigh Epes-Fitzgerald Paper Company 


OHIO 
Akron The Millcraft Paper Company 
Cincinnati. The Cincinnati Cordage & 
Paper Company 

The Queen City Paper Company * 

The Whitaker Paper Company 
Cleveland The Millcraft Paper Company 
Columbus Sterling Paper Company 
Dayton The Cincinnati Cordage & Paper Co. 
Mansfield Sterling Paper Company 
Toledo The Millcraft Paper Company 


OKLAHOMA 
Oklahoma City Carpenter Paper Company 
Tulsa Beene Paper Company 
Tayloe Paper Company 


OREGON 
Portland Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Allentown Kemmerer Paper Company 
Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 
Philadelphia. Garrett-Buchanan Company 
Matthias Paper Corporation* 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
Pittsburgh The Whitaker Paper Company 
Reading Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, Inc. 


SOUTH CAROLINA 
Columbia Epes-Fitzgerald Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Chattanooga Bond-Sanders Paper Company 
Knoxville The Cincinnati Cordage & 
Paper Company 
Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Company 


TEXAS 


Amarillo Kerr Paper Company 
Austin Carpenter Paper Company 
Dallas Carpenter Paper Company 
El Paso Carpenter Paper Company 
Ft. Worth Carpenter Paper Company 
Harlingen Carpenter Paper Company 
Houston Carpenter Paper Company 
Southwestern Paper Co. 
Lubbock Carpenter Paper Company 
San Antonio Carpenter Paper Company 
UTAH 
Ogden Carpenter Paper Company 
Salt Lake City Carpenter Paper Company 
VIRGINIA 
Norfolk Epes-Fitzgerald Paper Company 
Richmond Epes-Fitzgerald Paper Company 
WASHINGTON 
Seattle Blake, Moffitt & Towne 
Carpenter Paper Company 
Spokane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 

Tacoma Blake, Moffitt & Towne 
Yakima Carpenter Paper Company 
WEST VIRGINIA 

The Cincinnati Cordage & 

Paper Company 
WISCONSIN 

Milwaukee. Dwight Brothers Paper Company 


CANADA 
Toronto Blake Paper Limited: 
*BOX WRAP GRADES ONLY 
PRINTING PAPERS AND BOX WRAP GRADES 
**PAPETERIE GRADES 


Providence 


Sioux Falls 


Huntington 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas * 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





subject. There is a difference be- 
tween Mellorine and ice cream and 
the two are not to be confused. 
Dick TROXELL 
Troxell & Associates, Advertising, 
Houston 


(Many sharp-eyed readers, like Mr. 
Troxell, picked up this boner which 
neither our source nor ourselves, 
both city fellers, recognized. On 
checking we find that Mellorine is 
made with animal and/or vegetable 
fat; ice cream must have 12 to 14% 
of milk or butter fat. Live and learn 


... Ed.) 
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The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Syndicated House Organs 


e Apropos of your current series on 
external business publications, we 
have a client in the insurance ap- 
praisal business who would like to 
imprint his name on a syndicated 
house organ. 

Could you advise us of a source 
for a preprinted house organ of a 
general business nature that he 
could use for mailings? 

Wo. E. MitTcHeE.L Jr. 

Mann Ad. Co. Inc., Los Angeles 


(We are working on a round-up on 
syndicated house organs for a forth- 
coming article, but until this ap- 
pears, we have sent out a list of 
publishers of syndicated house or- 


gans ... Ed.) 


Premium Handlers 


e@ We are planning a premium pro- 
gram for one of our clients, and 
need some information. 

Do you have a list of firms who 
supply low-priced, self-liquidating 
premiums, similar to the premiums 
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GRACE 
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Silk screen 


processed on steel 
or aluminum. Any 
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bd size or style in modern 
creative design, Plain 
or ‘‘Scotchlited’’. 
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INTERNATIONAL: 


WATTIER 
Process 
... The Improved Gravure Engraving Method... 


PROVIDES CLEAN, CLEAR, 
SHARP REPRODUCTION OF TYPE 


Note that this holds true even when small drop-out 
type is surprinted on illustrations 


..and that’s only one of the distinguishing improvements offered 
by the INTERNATIONAL-WATTIER Process. All its advantages 
add up to BETTER COLOR REPRODUCTION. 


Ask us to give you complete details! 


ROTOGRAVURE ENGRAVERS 


ar J ° SPECIALIZING IN COLOR 
ler national 


5 G 
39 West 60th St 


NEW YORK 23, N.Y Gravure (Sne. 


Phone Circle 5.8750 


LOS ANGELES Soles Office. 232 East 4th St., Phone: MUtval 7341 


SUPERTONE, INC. 


Phone. YUkon 6-4174 


ROTOGRAVURE MATERIAL FOR MONOTONE ®EPRONMUCTION 
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This is a complete list of reprints currently in stock. Unless another price is 
given, each sells for 25¢ each. In lots of 10 of any one reprint, the price is 
20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 12'/,¢ each. 


Order by number from Reprint Editor, Advertising Requirements, 200 E. 


Illinois St., Chicago 11, Ill. Please enclose payment if your order totals less 
than $2. 


— 


Art 


256 How to Buy Graphic Arts Materials — by Donald Davis 
A guide elp graph art 
241 How a Cartoon Character Sparks « a ) Campaign — by t Treadwell B. . Covington 
entire campaigr a dairy i AGir 
236 A Code of Ethics for Art 


The offic 


Audio-Visuals 


303 A Basic Guide to Business Films ; ais 
262 How to Get More from wan Film aes oan oe Fred A. Niles 

224 The Art of Communication — by Richard A. Tieeaeeee “(30 - 

198 Less Than Ic Per Impression — by Mildred Weiler sites ela 
177 The Use of Tape Recorders in Advertising a= by H. Jey Bullen (50¢) 

145 Audio- Visuals Don’ 2 Have to Cost a Lot of Money to to Be ‘Effective 


Reardon C produced wn prize-w ng filmst 


Binding 


193 Loose-Leaf Binding 


Contests 
205 A Contest Isn't Over When The Winners Are Picked — oy Phil Seitz 


How Dodge gets ihe greatest va 


Direct Advertising 
304 A Basic Guide to Direct Mail 


F nning, procedures and check 
261 How to Get an Effective Christmas Card — by Bette Macon 
me practical ugge ti 
254 Peek-a-Boo Envelopes Can Sell 
How alert advertisers are using enve 
214 Are Amateurs Ruling Direct Mail? — by Dick Hodgson 
A provocative approach » the growing demand for pr 
172 202 Tips for Direct Mail Advertising (50c) 
A 16-page booklet reprinting AR’s two spe 
103 All the People Some of the Time — by Nicholas Semsteg 


Times promotion director ex 


Engraving 


203 Progress Report on Electronic Engraving — by David Saltman 
Re s of extensive research on the practica e of tt 
155 Assembling Color Elements can Save Time and Money — H. C. Latimer 
[ on of photographic operations to prepare process art for the ¢ 
141 How to Make One Set of Color Plates Do the Work of Several — by Bernard T. 
Converse 
etting color on a b&w budget by multiple use of color plate 

112 Do’s and Don'ts for Better Engraving 

Engravers’ answer to AR 


Exhibits 


309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, th a practical « 
239 Borrow an Idea from St. Lovis — by Mildred Weiler 
Exhibits in a modern air terminal use bright idea 
223 Showmanship at a Home Show — by Phil os 
Practical experience ws elements which spe 
192 Exhibit Photos — How to Put Them to Work 
How a number of exhibitors used phot f their 
191 Hew to Get More from Your Trade Show Dollars — by William S. Orkin 
Tips on building traffic and planning follow-through for your ex 
178 The Growing Importance of Fairs as an Advertising Medium — by James Joseph 
Fairs have become product showcase and a Sellin« 
146 How to Get the Most Benefit from Trede a 


Excerpt t 


If 
t 


exhit ma il gives many practical | 


... listings continue on p. 27 
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— 
offered with cereal products? We 
would like to find a premium com- 
pany which would also furnish a 
complete handling and mailing serv- 
ice. 
Cuar.es A. JESSOP 
Charles A. Jessop & Co., Akron, 
Ohio 


Continuous Slips 


© I do quite a bit of indexing, using 
3x5 slips (not cards), and find it 
time-consuming to constantly slip 
one piece of paper into the type- 
writer, then another. 

Is there a standard product where 
one 3x5 slip follows another, and can 
be easily separated, either by per- 
foration or by a serration along the 
edges? 

Davin LipMAN 

Editor, The American Philatelist, 

Park Ridge, N. J. 


Carbonizing Acetate 


® Do you know where I can have a 
quantity of acetate sheets carbon- 
ized so that when an impression is 
made on it with a blunt instrument, 
it will leave a legible image on a 
sheet of white paper or board 
placed beneath it? 

The acetate, about 16x20’ and 
0.005” thick, must remain transpar- 
ent. 

JOHNNY GAZURIAN 

Instructor, L.A. Trade-Technical 

Jr. College, Los Angeles 


Books on Advertising 


e Can you furnish me with a com- 
plete listing of books on advertis- 
ing? I am particularly interested in 
a simplified guide to preparing tech- 
nical bulletins and how to operate 
on a limited budget. 
J. MACKEY 

Ad. Mgr. Metalweld Inc., Phil- 

adelphia 
(Our favorite guide to the long list 
of advertising books is “Books for 
the Advertising and Marketing 
Man,” published at $2 by the Ad- 
vertising Federation of America, 
250 W. 57th St., New York 19. 
Ed.) 


Art from Photos 


© Some time ago you ran an article 
on a special type of artwork used 
by NBC, developed from photo- 
graphs by special process. Can I ob- 
tain a copy of this article? 
F. WEBER 
Ad. & Sales Prom. Rep., Westing- 
house Electric Corp., Pittsburgh 
(This appeared in January 1958, but 
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we have no more copies on hand. 


. . Ed.) 


Free Window Displays 


® One of our clients is a federal 
savings and loan association with an 
office in a heavy pedestrian traffic 
area. They would like to use, from 
time to time, good general interest 
displays in their main window. Is 
there any directory available which 
lists such displays available for free 
showing? 
WILL1AM J. BARBER 
William J. Barber Associates, 
Jenkintown, Pa. 


Color Postcards 


e As subscribers to your magazine, 
from time to time we have seen ad- 
vertisements of companies which 
make a specialty of printing color 
postcards from negatives supplied. 
Could you give us the names of 
two or three of these concerns? 
WENTWORTH H. BARNES 
Vice pres., R. R. Williams Inc., 
Canaan, Conn. 


Typeface Legibility 


A client of ours has asked if we 
can furnish him with the results of 
a study based upon the legibility of 
various text typefaces, particularly 
as to the legibility of sans serif 
faces for both text and tabular use. 

L. K. Scorr 

Vice President, Baker-Jones- 

Hausauer Inc., Buffalo 


Metal Scale Models 


@ We are in need of a list of sup- 

pliers who could make a metal, ex- 

act scale model of a boat trailer for 
one of our clients. 

RicuarD G. BYRNE 

Acct. Exec., Keller-Crescent Co., 
Evansville, Ind. 


¢ PA tease 


One more question ... will we get 
a higher return if we make it a two- 
color folder? 
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More AR Reprints 


... continued from page 26 


Miscellaneous 
307 A Basic Guide to Specialty Advertising 


What every adman should know about this medium, in a Best of AR feature 
301 A Basic Guide for Paper Buyers 


The Best of AR tells what the adman must know about paper 
218 Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
210 How Agencies Work Together — by James Robertson 


The background of a successful campaign that required detailed coordination 


208 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 


202 How I Solved It ($1) 


64-page book containing over 125 selected ‘‘How | Solved It’’ items from AR reader 
201 Advertising Copyrights — by Robert J. Burton ($1) 


Copyright protection for graphic arts—a compilation of ten AR articles 
151 Color in Advertising — ky Faber Birren 


An expert outlines the best colors for advertising 


Packaging 
306 A Basic Guide to Packaging 


What packages should do for sales, and what materials to use 
258 Twenty-nine Ways to Measure Packaging Effectiveness — by George J. Bevans 


Package engineer presents a yardstick of 29 questions 
114 How to Design Packages for Self-Service — by Frank Gianninoto 


A leading designer outlines the demands of modern merchandising on packages 


Photography 
302 A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color photostats 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 


Point-of-Purchase 
310 What Makes Good P.O.P. Advertising 

A Best of AR feature which covers the fundamentals of this 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
242 Twelve Ways to Save Moncy on P.O.P. — by Jack A. Wichert 


Money saving ideas from a practical producer 


mediur 


Premiums 
312 Do’s and Don'ts for Premium Buyers 
A Best of AR gives practical suggestions to improve use of premiums 
251 The Basic Premiums — by John M. Davidson 
A look at 50 years of premiums shows which have constant 
227 Ballast Your Business with Balloons 
Thirteen ways to use balloons as premiums to help build 
225 Personalize Your Premiums — by Kenneth F. Curry 
Erwin Wasey’s premium buyer tells how to get greater impact ir 
222 Ten Years of Progress in Premiums — by Gordon C. Bowen 
An expert looks at the post-war premium boom and its meaning to admen today 
206 Premiums at General Mills 


appea 
your progran 


The inside story of one of the country’s largest users 
169 Do's & Don'ts for Premium Buyers — by Gordon C. Bowen 
A helpful checklist for planning premiun 
153 Follow Through — Key to Premium Success — by Arthur E. Irwin 


f premiums 


promotion 


A complete program of follow-through is the key ingredient in premium promotions 
149 Give the Dealer What He Wants — by LeRoy King 
A former supermarket operator gives examples of premiums retaile k 


Printing & Typography 
311 How to Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 


The Best of AR feature includes more 


than 300 one-line specimens 
257 How Billboard Produced on Unusual Insert — by R. B. Schueler 
The production story of a special section with a life of wr 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing proce 


243 Designing for R.O.P. Color — by John W. Amon 


An art director gives the rules which have won awards for his 


235 Let’s Get Together on Offset — by Bersard C. Schramm Jr. 
There's trouble when buyer, artist and printer don’t talk the same language 
229 New Uses for Printing Today — by Joe R. Schoeninger : 
he printed word is reaching out into new fields of « 
211 A System for Controlling Printing Costs — by Frederick Kammann (50c) 
A five-part outline of a oractical system for saving 10% on your printing bills 


105 Let's Swap Ideas 


deas fron nters and admen 


Kimberly-Clark’s contest 
... listings continue on p. 28 
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More AR Reprints 


... continued from page 27 


Publicity & Promotion 


260 Special Report from Sales Promotion Convention ne 


werage of 


232 The Seery of the influential — by Peter E. Scruth 


na P 


turday Ever 


226 School For Home Buyers — oy Stanley E. Cohen 


How a nat a 


How Wilson & Co 


221 Make the Most of Your Star — by Don Yome 


get 


worke 


promot 


199 Merchandising Publicity oe by Morris B. Rotman 


Case history ty prograr 


which drew extra d dends through 


effective merchand 


185 How to Handle ~ Boal With Radio, Television & Newsreels — by William G. Cox 


A 


guide to ar 


effective pu city 


program for audio and vi 


173 How to Prepare a Modern Annual — as vid Herbert c. Soeentias 


e rea 


Signs 
244 


237 Signmanship for Edsel Dealers 


234 Keeping Signs Uniform 


233 


w F i t 
How to Plan a Decal Valance Program — by Benn Ctiman 


r Brewir 


216 How to Use Highway Signs 


152 A New Look for Signs 


Television & Radio 


9 


308 A Basic Guide to Television Commercials 


taf 


for the prepar f effective ar 


Designing for Posters — by Garrett P. Orr 


> 0eca 


advance p 


255 Art Production for Television — be Dolph Franklin 


189 How to Merchandise Syndicated TV Shows i by ‘Maurine Christopher 


f 


A 


t of suaae 


181 How to Merchandise TV Tie- ine a by Frank Jacobs 


Trading Stamps 


prize 


220 An Expert Answers Your Questions About Trading Stamps 


AR tery 








MARCH, 1959 


March 1-31 

Vational Home Improvement Month .. . 
Nersica Inc., 12 E. 4st 
York 17. 


sponsored by 


t., New 


March 8 


Openings of Spring Millinery . spon- 
sored by Millinery Institute of America 


Inc., 1450 Broadway, New York 18. 


March 8-14 
Girl Scout Week . . . sponsored by Girl 
Scouts of the U.S.A., 830 3rd Av., New 
York 22. 

March 9-14 


Vational Smile 
Gibson Art Co., 
cinnati 37, O. 
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uN eek eee sponsored by 
Amberley Village, Cin- 


with hn W. Yo 


March 15-21 


Vational Wildlife Week sponsored 
by National Wildlife Federation, 232 
Carroll St.. NW, Washington 12. 
Vational Want Ad Week . sponsored 
by Assn. of Newspaper Classified Adver- 
tising Manager Inc., c/o William F. 
Carr, Pres., Bulletin, Philadelphia. 
Week sponsored hy 
of the Rice Industry, P. 
Houston 6, Tex.: Rice 
sumer Service Inc., 10th Floor Realty 
Bldg Ky. 
Vational Salesmen’s Week 
by Earle Burnett Co., 
Bldg., Lincoln 8. Neb. 


March 15-April 15 
Vational 


Vational Rice 
The Committee 
0. Box 6406. 


. Louisville 2. 


° sponsored 
318-319 Sharp 


Wallpaper Month 
sored by United Wallpaper 
Ruthrauff and Ryan, 360 
Av., Chicago 1. 


spon- 
Div... c/o 


N. Michigan 


March 17 


St. Patrick's Day 
March 22 
Palm Sunday Easter) 


(Sunday before 


March 22-28 


Vational {llied Youth Week 
sored by Allied Youth Ine., 
NW, Washington. 


. Spon- 
1709 M St. 


March 22-29 


Camp Fire Birthday Week . , , spon- 


Con- 


Conventions 


All meetings listed here are annual 


conventions, unless otherwise described. 


DECEMBER 
Tens se ee. 


tions, Sherman, 
6-11... Natl. 
New York 


27-29 
Winter 


{ssn. of Fairs and Exposi- 
Chicago 


Assn. of Display Industries, 


Marketing Assn. 


Chicago 


4merican 
Con ferenc ec, 


1959 


JANUARY 
21-23... 


American 


New York 
Ra-aS ... 


son, 


Special Packaging Conference. 
Management Assn.,_ Biltmore, 


International Sign 
Chicago. 


Morri- 


{ssn., 


FEBRUARY 
3-5 


Society of the Plastics 
Conference, Edgewater Beach, 
20-21 Screen Process Printing 
Vanagement Conference. 
son, St. Louis 
26-March 1 

Guild. LaSalle, 
28-March 3 

Guild Exposition, 


Industry 
( hicago 


{ssn.. 
Sheraton-Jeffer- 


Advertising 
( hicago 


Specialty 


{dvertising 
LaSalle, 


Specialty 
Chicago 


MARCH 
1-4... Natl. Electric Sign 
Chicago 


eee 


vision 


Morri 


Assn.., 
son, 


Vatl. Assn. 


Broadcasters, 


of Radio & Tele- 
Conrad Hilton, Chi- 
cago 

39627 ... 
Assn.. 
20-23 
Assn.. 
House, 
23-26 


4merica, 


Vaster Photo Finishers & Deal- 
ers Auditorium, Philadelphia 


Vail. 


Palme 


{dvertising Specialty 

Spring Meetings and Show, 
Chicago 

‘ Folding Paper Box Issn. of 
Drake, Chicago 
24-26 . Point-of-Purchase 
Institute, Palmer House, 
30-April 1 
Show, Biltmore, 


{drertising 
Chicago 


Advertising 


‘New Yerk 


Essentials 


APRIL 


6-9... 
Navy 


Vatl. Premium Buyers Exposition, 
Pier, ¢ hicago 

13-14 Electrotypers & 
Spring Technical Conference 
tion, Royal York, Toronto 


Stereotype! Ss 


& Exhibi- 


sored by 


th St., 


Girls Inc., 16 E. 


Camp Fire 
New York 17. 
March 27 

Good Friday 


March 29 


Easter Sunday 


March 29-April 4 


Honey for Breakfast Week 
sored by American Honey 


N. Carroll St., 


spon- 
Institute, 114 
Madison 3, Wis, 





WORDS TAKE WINGS 















On this field of brilliant white, words reach new heights of distinction. But there’s more to 
Shocking White PLOVER BOND than meets the eye. 


Beneath the venerable spring house at Whiting Springs flows the most sympathetic paper 
making water in the whole wide world. So perfectly distilled by nature that it needs no filter- 
ing, no treatment with harsh chemicals that might deteriorate or discolor the pure, strong 
cellulose fibers. 99 gallons of this crystalline papermaking water are used to process a single 
pound of Shocking White PLOVER BOND. 


Selected cellulose fibers ... the clear and sparkling waters of Whiting Springs . . . vivid white 
fluorescent dye. All are blended skillfully together to produce Shocking White PLOVER BonD, 
the visibly brighter, visibly better letterhead paper. The difference will be visible, too, in your 
press performance. 






WORDS TAKE WINGS ON SS 


PLOVER BOND THE WHITE 
LETTERHEAD PAPERS 


S9HOCKING WHITE 
ST WHITE IN FINE 





cai: 
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SAMPLE SHOCKING WHITE PLOVER BOND. 
ANY ONE OF THE PERMANIZED PAPERS 
DISTRIBUTORS LISTED HERE WILL BE GLAD TO 
ACQUAINT YOU WITH THIS WHITE AMONG 
WHITES IN FINE LETTERHEAD PAPERS. 


Atlanta Whitaker Paper Company Little Rock Western Newspaper Union Rochester The Alling & Cory Company 
Baltimore... Boxter Paper Company, Inc. Los Angeles Zellerbach Paper Company Sacramento Zellerbach Paper Company 
Bethlehem, Pa..Wilcox-Walter-Furiong Paper Co. Louisville Louisville Paper and Mfg. Co. Saint Louis Acme Paper Company 
Birmingham Jefferson Paper Company Madison, Wis General Paper & Supply Co. Saint Paul John Leslie Paper Company 

Zellerbach Paper Company Madison Yankee Paper & Specialty Co. Saint Paul Newhouse Paper Company 
Boston........Cook-Vivian-Lindenmeyr Co., Inc. Memphis........Louisville Paper and Mfg. Co. Salt Lake City Western Newspaper Union 
Bristol, Va.-Tenn. Dillard Paper Company Menasha, Wis.....Yankee Paper & Specialty Co. Salt Lake City Zellerbach Paper Company 
Brockton, Mass....The J. C. Campbell Paper Co. E. C. Palmer & Company, Ltd. San Diego Zellerbach Paper Company 
Buffalo............The Alling & Cory Company Milwaukee .Allman-Christiansen Paper Co. San Francisco Zellerbach Paper Company 
Burlington, Vt.....Vermont Paper Company, Inc. Milwaukee Dwight Brothers Paper Company San Jose Zellerbach Paper Company 
Charlestown, Mass. Seaboard Paper Company, Inc. Milwaukee Yankee Paper & Specialty Co. Seattle Zellerbach Paper Company . 
Charlotte..............Dillard Paper Company Minneapolis John Leslie Paper Company Shreveport Western Newspaper Unign 
Chicago Chicago Paper Company Minneapolis Newhouse Paper Company Sioux City Western Newspapet! 
Chicago Midland Paper Company Minneapolis Wilcox-Mosher-Leffholm Co. Sioux Falls 
Chicago. . Moser Paper Company Montgomery, Ala...W. H. Atkinson - Fine Papers Spokane 
Chicago. Reliable Paper Company Moline, II! Newhouse Paper Company Stockton 
Cincinnati. .. The Chatfield Paper Corporation Nashville Clements Paper Company 
Cleveland ......The Alling & Cory Company Nework.......... J. B. Card & Paper Company 
Columbia, S. C........Palmetto Paper Company New Orleans Alco Paper Company 
PS not os 4s ees Clampitt Paper Company New Orleans Sam A. Marks and Co. 
Danbury, Conn Mid-Eastern Envelope New York The Alling & Cory Company 

& Paper Company Miller & Wright Division 
Des Moines. Western Newspaper Union New York H. P. Andrews Paper Company _ 
Union Paper & Twine Company New York 

Detroit 


Dubuque... 


ade Barkwell Pape 
phe J. C. Compb 1 Paper 


Taylor-Martin Papers, Inc. New Yo : 
Pree 


n New York Nelson-Whit 
: Reinhold-Gould, Inc. 


Greenville, S. C 
Harrisburg The Alling & Cory Company — 
Hortford, Conn... . Batt Paper Company Pawtucket... . Indu 


F BUddeloupe; Netherlands 
Hartford, Conn Henry Lindenmeyr & Sons Philadelphia Schuylkill Pap 


i 4 © - Curacao, Aruba; Chile - Santia- 
Henry Lindenmeyr & Sons Philadelphia. ...Wilcox-Walter-Furlong Paper Co. go; Colombia - Bogota, Barranquilla, Medebb 
...Clampitt Paper Company Phoenix Zellerbach Paper Company Cuba - Havana; Ecuddofe ' 
eld Paper Corp. Pittsburgh The Alling & Cory Company dor; ( 
pony Pocatello, Idaho Zellerbach PopereGompany 
Jackson, Miss. 


Jacksonville 


Kansas City Midwestern Paper Company na + Paraguay - Asun- 
Lima; Puerto Rico - San Juan; 
Knoxville Louisville Paper and Mfg. Co. B. W. Wilson Paper Company Trinidad - Port-of-Spain; Uruguay - Montevideo; 


Lincoln Western Newspaper Union Dillard Paper Company Venezuela - Caracas, Moracaibo. 


Kansas City Wertgame Paper Company 


Whiting- Fi Paper Company, Stevens Point, Wisconsin 


 _. : 


. 


the visibly better letterhead paper 


BETTER PAPERS ARE MADE WITH COTTON FIBER Lithographed on Shocking White PLOVER BOND, Cockle Finish, Sub 


(1-897 -58: USA) 





Advertising Requirements 


BRUSSELS 


A LOOK AT TOMORROW'S EXHIBIT TECHNIQUES 


By John Crichton 
Editor, Advertising Age 


The major conclusion drawn by 
many visitors to the International 
Exposition at Brussels about its 
exhibits and displays is: sweet are 
the uses of simplicity. 

The best pavilions, exhibits and 
displays in this strange combina- 
tion of tourist attraction-industrial 
solicitation-culture & art promotion 
were those which were able to con- 
vey simple ideas directly. 

Almost no device for attracting 
attention and_= sustaining interest 
was missing. There were posters, 
movies, shadow boxes; there were 
live-talent revues, folk dancing, 
fashion shows and music ranging 
from the Vatican organ to the 
dulcet tones of a Mozart string 
quartet to the riveting jump of 
Dixieland combos. Illustrations were 
blown up to make massive murals, 
and they were contracted to be re- 
magnified in peep-glass_ exhibits: 
non-objective paintings competed 
with conventional illustration, and 
with prehistoric and primitive art. 


> For the visitor with a high sense 
of dedication and durable arches, 
the Expo—as the Belgians call it- 

offered a bewildering array of ex- 
hibits to show sociological prog- 
ress and planning, exhibits to show 
technological skills, exhibits to 
show handcrafts and art, exhibits to 
show political advancement, ex- 
hibits to show scientific and medi- 
cal pioneering, exhibits to show 
educational and intellectual cultiva- 


Many of the exhibit ideas at the Brussels Fair will, 


for many years to come, spark the 


imagination of designers around the world. 


tion, exhibits to show agricultural 
and horticultural gains. 

Finally, many of the exhibits were 
calculated to leave the visitor with 
a definite impression—a corporate 
image, as the Madison Av. folk- 
saying has it—and frequently the 
smaller countries were much more 
successful in transmitting this image 
than their larger contemporaries. 


> The Belgian exhibits covered va- 
rious aspects of the country’s eco- 
nomic and governmental objectives. 
They were numerous, and some 
critics felt that a disproportionate 
amount of the fair’s space had been 
devoted to Belgian developments. 
On the other hand, the Belgian 
Congo pavilion, featuring native 
arts, a report on public works and 
educational progress district by dis- 
trict, and highlighted by a magnifi- 
cent tropical garden, was generally 
considered to be one of the Ex- 
position’s best. 

The pavilions and exhibits of 
corporations were as varied as those 
of the nations, ranging from Philips 
Einhoven’s startling structure for 
which Corbusier was the architect 
(it housed a film and sound pres- 
entation called an “electronic 
poem”) to IBM’s imaginative hard- 
sell exhibit. 


>» The architecture of the Exposi- 
tion was startling. But like any pro- 
longed exposure, spectacular ar- 
chitecture tends to lose its impact 
in time. And the clutter of soaring 


roofs, cantilevers, unsupported 


Belgium . . . Ingenious tower shows which 
cities, around base, receive which serv- 


ices, listed on tower discs. 


. A scale model of the entire 
country. Note gardeners at work. 


Belgium . . 
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USSR . The Sputnik was featured in 
an otherwise unremarkable pavilion 
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Belgium . 
ment in the engineering pavilion. 


Belgium 
neering feat was this arch and bridge. 


Belgium . 


France . . . Transportation sections used 


decks on many levels. 


* December 1958 


. Giant earth-moving equip- 


Perhaps the toughest engi- 


. . Slices of wood made an ap- 
pealing texture for woodworking displays. 


spans, pivoted weights, soaring 
towers, glass walls, gay colors, 
gaudy murals, reflecting pools and 
leaping fountains, became a mon- 
tage which the jaded eye no longer 
really saw, having lost the capacity 
for astonishment. 

In fact, the aim for astonishment 
produced some very inefficient ex- 
hibit space. In a number of pa- 
vilions—the U.S. and the French 
notably—the desire to create a 
striking architectural building led to 
the sacrifice of good display pat- 
terns. Both pavilions suffered from 
too many displays, and both had 
poor traffic patterns. 

But the welter of unusual and 
distorted architecture made the job 
of the display designer very diffi- 
cult. In order to compete with the 
daring of the architect, display men 
working in the interior of the build- 
ings were pushed to produce mate- 
rial of equal impact. They were not 
always successful. 


> The most startling pavilions ar- 
chitecturally were the French which 
balanced a pavilion of 14,352 sq. 
yards on a single point, and em- 
ployed interior strutwork and a suc- 
cession of platform decks hanging 
at different levels; the Belgian civil 
engineering pavilion (composed of 
a domed hall of concrete standing 
on a single central pillar with two 
crutches and counterbalancing an 
arch which is 260’ long, and rising to 
120’ above the ground, and which 
supported a footbridge hanging 17’ 
from the ground on which visitors 
saw a tremendous relief map of Bel- 
gium); the Philips pavilion, calcu- 
lated both for sight and sound ef- 
fects, and employing the first dou- 
ble-curved shells in pre-stressed 
concrete to be erected in Belgium; 
and the Belgian woodworking in- 
dustry, which used a wooden build- 
ing in very nearly igloo form, with 
the structural struts and buttresses 
made of wood, so beautifully in- 
tegrated into the interior that they 
were left exposed to form part of 
the decorative scheme. 


>» Almost every country made use 
of models to demonstrate to visitors 
what kind of architecture was cur- 
rently attracting attention in that 
nation. Among the exhibits in the 
U.S. pavilion (of which more later) 
are the St. Louis airport, the Mile 
High Center in Denver, the Chase 
Manhattan Bank building in down- 
town New York and Lever House. 


4 USSR ... A wheel with fur-bearing 
animals dramatized the fur industry. 


In looking at the pavilions and 
examining the national specimens 
of architecture on the inside of 
them, one was frequently reminded 
that architecture is perhaps the 
most international of all the arts. 
It was extremely difficult to guess 
the nation from the architecture of 
its pavilion, and even more difficult 
to identify any particular nation 
with the samples it chose to show 
of the architecture of new buildings 
of which it is proud. There is ob- 
viously now an International Style 
in architecture, and unless some 
effort is made to insure that na- 
tional characteristics are retained 
in new buildings, it is probably that 
an apartment house in Stockholm 
will be indistinguishable from an 
apartment house in Rio de Janeiro, 
just as the office building in Am- 
sterdam is indistinguishable from 
the building in Chicago. 


> If the spectacular and elaborate 
architecture were thought of as 
packaging for the contents of the 
pavilions, in an effort to attract a 
probable audience of 50,000,000 vis- 
itors, then the displays constituted 
the sales message—as well as the 
contents themselves. 

Most of them were extremely 
well conceived. The designers had 
kept in mind the precept that a 
well-designed display can hurdle 
the language barrier, and be per- 
fectly intelligible despite the fact 
that no spoken nor written com- 
mentary is available. 


> In essence, most national pavilions 
were aimed at three general ob- 
jectives: to transmit a picture of a 
nation making technological and so- 
cial progress simultaneously; to 
picture themselves as attractive to 
tourists and industry; to display 
handicrafts, objets d’arte, and sym- 
bols of cultural dedication. 

Accordingly, they were able to 
present these sweeping objectives 
in a manner and on a budget sel- 
dom available to the private com- 
pany. 


e The Netherlands pavilion, for in- 
stance, had a display of hydraulic 
engineering, showing how land was 
reclaimed from the sea, how a dyke 
is constructed, and scale models 
showing specific plans for areas in 
Holland. In a tremendous trough of 
glass, a hydraulic blade the size of 
a huge snowplow shoved tons of 
water in waves through counting 
devices to measure the force of im- 
pact, depth and regularity before 
they shattered with a roar on the 
stone-block face of the dyke. 


e The Swiss used murals of snow 





and mountains, and large areas 
were devoted to their precision ma- 
chining facilities, with turbines and 
gears on glittering display mounts. 
But since Swiss industry is famous 
for its skill at miniaturization, 
highly effective displays employing 
the peep-hole technique showed a 
tiny electric motor, transistors, and 
the world’s smallest watch, smaller 


than a dime and about equally 
thin. 


e The Belgian Congo employed 
conventional transparency display 
boxes to show scenes of the moun- 
tains, waterfalls and _ reclamation 
projects. The floor of the pavilion 
was of waving bands of inlaid wood 
in four colors, which both re- 
enforced the barbaric image of 
Africa, and provided a transitional 
motif between areas of social prog- 
ress and the arts area. In the arts 
area, primitive Congo art  pre- 
dominated, artfully lighted and 
hanging from the wall, encased in 
glass, and in shadow boxes and 
peep-aperture devices. Two con- 
tinuous 16mm_ black-and-white 
movies were in operation in the art 
area, using projection on the walls 
of native dances and instruments, 
and the sound came 
speakers. 


from. wall 


@e The Japanese used photomurals 
and coupled them with industrial 
stoppers. For instance, a huge 
earth-moving truck was used as a 
foot traffic pivot point, neatly di- 
viding and turning the crowds. A 
mold for optical glass had been 
cracked, and the glass displayed 
in huge, glistening chunks in an 
immense bin floored with black, 
smooth pebbles. The Japanese used 
rocks and pebbles throughout the 
pavilion, setting their displays on 
them, using them as flooring. This 
use of textured material marked 
the more artistic of the pavilions, 
and Japan certainly ranked high 
on the list of pavilions which had 
captured and maintained an atmos- 
phere. 


e The Finnish pavilion capitalized 
on wood, soft light and native 
handicrafts. It was remarkable, 
however, for its use of mural 
photography, cunningly coupling the 
photograph with an example of the 
material used in the photo. Thus 
a toy yacht cruised on a _ photo- 
graphic sea and real skis were in- 
terposed on a snow scene, and a 
rifle rack with real hunting rifles 
butted against a scene of hunters 
in a forest. The Finns employed a 
skilful separation and visual de- 
vice. Where it was necessary to 
hang a mural-size picture where 


no wall existed, they hung the pic- 
ture from the ceiling by wires, then 
dropped a bolt of cloth to diffuse 
the light behind it, so the picture 
had the support of backing, but no 
interior wall was necessary. 


e The motion picture and the slide 
film were basic tools for the pa- 
vilions. The Czechoslovakia pa- 
vilion used an ingenious combina- 
tion of live talent and film tech- 
niques, with a girl master of cere- 
monies opening the show in French, 
only to be joined by herself on film 
on two flanking panels presenting 
the same opening in English and 
German. The interesting possibili- 
ties of switching from a live per- 
sonality to film presentation were 
thoroughly explored, and so art- 
fully constructed and so fast was 
the tempo that it was frequently 
impossible for the audience in the 
auditorium (it seats perhaps 300) 
to tell which was live and which 
was film. 


® Disney’s Circarama— which 
American Motors sponsored at Dis- 
neyland—was employed at_ the 
American pavilion, and proved to 
be a good enough attraction to keep 
crowds waiting for more than an 
hour for a chance to go in and 
stand through the showing, pro- 
jected on overhead screens in a 
360° arc. 


e The Belgians employed a “Tex- 
tile Round Dance,” with ten dancers 
in a round pool, manipulating 
threads and _ ultimately drawing 
fabrics and draping them over a 
large overhanging star. 


e The Canadian pavilion employed 
a moving belt of pictures symboliz- 
ing the various occupations of the 
Canadian people. 

The agriculture and forestry sec- 
tions were remarkable for their 
usage of natural materials. The 
lights which lit the agriculture sec- 
tion, for. instance, were diffused by 
putting wheat into the bottom of the 
bowls. The forestry section used 
wood displays, and relied on the tex- 
ture and magic of wood, rough and 
unfinished and smooth and glossy to 
achieve its effects. The coats of 
arms of the various provinces were 
on display, and much was made of 
Canada’s officially bilingual status. 


> The commercial exhibitors were 
under some compulsion, most ob- 


Canada A moving belt shows prog 


ress below a selection of Canadian face 


Japan... The textile display used rock 


floors for textural contrast. 


Japan... A head of Buddha contrasted 


with the overhead Nagasaki ruin photo. 


Japan 


A dramatic display of cam- 
eras and optical equipment. 


Finland 
photomural. 


A real sailboat on a lively 


«Chane a Mba obo ie 
mY Yili tee YR ou 
>A @HANMOO: & 
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Canada Modern sculpture decorates 
a courtyard outside the pavilion. 


MBLE Transistors and assemblies 
were shown in this bulb-tipped stalactites. 


Simmons . . A mobile of pajama-clad 


men called attention to mattresses. 


Donnay .. . Really big sports equipment 


attracted attention by dwarfing people. 
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servers thought, to be gentle in 
their selling approach. Little hard 
sell was in evidence, and in conse- 
quence some of the commercial pa- 
vilions came very close to being 
pointless. 

The most ingenious exterior de- 
signs were those of M.B.L.E., 
Philips, France-Swiss, and Pfaff. 


e M.B.L.E. stands for Manufacture 
Belge de Lampes et Materiel Elec- 
tronique. Its pavilion was shaped 
like an electronic tube, and stood 
more than 100’ high. The visitor 
walked into the tube, was whisked 
to its top by an elevator, and 
walked down four floors where he 
might see what the company was 
doing in nuclear physics, automa- 
tion, telecommunications and _ to 
help industry. 


@ Philips had a_ pavilion which 
looked like a tent crossed with a 
fin-bearing Chrysler. Le Corbusier 
put together a pavilion specifically 
to house the “electronic poem,” a 
performance which embraced the 
interplay of lighting effects, films, 
colors and sound. It employed two 
film booths and four projectors, a 
group of incandescent lamps and 
fluorescent tubes in various colors, 
and thyraton-equipped supervisory 
equipment. It used four-color pro- 
jection apparatus, and motor-driv- 
en color discs, as well as 425 loud- 
speakers, 20 amplifiers, and record- 
ing on three tracks on magnetic 
tapes. The loudspeakers’ were 
mounted in groups and in “sound 
routes.” Thus the running of sound 
through space, reverberation and 
stereophony were achieved. Con- 
trol was automatic, utilizing some 
500 relays and rotary switches, 
which were recorded on a 15-track 
magnetic tape, with 12 different 
signal frequencies used for record- 
ing. 


@ Franco-Swiss is in the cheese 
business, so its pavilion was to rep- 
resent, in stylized form, a gigantic 
piece of cheese. Its interior was de- 
voted to the benefits of pasteuriza- 
tion to the cheese industry. 


e Pfaff, a sewing machine company, 
had a pavilion designed in stirrup- 
shape. Its interior was largely de- 
voted to new and old sewing ma- 
chines, techniques of dressmaking 
with machines, and skilful juxta- 
position of well-designed glassware, 
china and table settings with ma- 
terial made on its machines. In 


4 IBM... An ingenious panel made use 
of electric cords for decoration. 


other words, Pfaff realized that its 
customers were women, and that it 
needed auxiliary material to in- 
terest women, while the selling mes- 
sage of the Pfaff machine was be- 
ing absorbed. 


© The commercial pavilion with 
the greatest impact was probably 
that of International Business Ma- 
chines. IBM had an artfully de- 
signed pavilion (the work of ar- 
chitect Eliot Noyes), a series of ex- 
cellent displays to emphasize the 
work of the corporation, and an 
enthusiastic and knowledgeable 
group of young men and women 
working as guides, who were both 
eager to help’ visitors,  well- 
grounded on the exhibits, and adept 
in a variety of languages. 

It had 16 typewriters, showing 
the colors available, racked and 
soaring up a three-story wall; it 
had the immortal slogan of the 
founder, Think, emblazoned in a 
variety of languages on tablets. It 
had an electronic machine to an- 
swer questions. It had electric type- 
writers where visitors could send 
home free IBM postcards. It had a 
wonderful display of an abacus, 
perhaps the first business machine. 
Its world of numbers exhibit showed 
how a computer works, and prob- 
lem panels in which six animated 
problems appeared to let the visitor 
test his knowledge of mathematics. 
Also, it had a replica of a calcula- 
tor built in 1889 by one Leon Bollee, 
at Le Mans, several items from 
IBM’s collection of models showing 
the inventive genius of Leonardo 
da Vinci, and the first Comptometer 
built by Dorr E. Felt, in 1887 in 
the U.S., and Thomas de Colmar’s 
Arithmometer built in France in 
1820. And it had a World Clock, 
showing the time in the 85 coun- 
tries in which IBM operates. 


® Solvay & Cie, using a pavilion 


shaped like a chemical plant, 
showed the contributions of chem- 
istry to modern living, with par- 
ticular emphasis on Solvay’s al- 
kalis, and its chlorinated and plas- 
tic products. Its interior displays 
were marked by ingenious use of 
eye-catching devices like hollow 
globes and pyramidal structures. 


® Choclaterie Jacques, whose Cote 
d’Or Chocolates were shown in 
their packaging and selection and 
molding processes. The company’s 
elephant trademark was _ trans- 
lated into huge mechanical ele- 
phants which seemed capable of 
handing chocolate with their trunks 
to visitors. Big hit with the chil- 
dren. Chocolaterie Meurisse per- 
mitted visitors to buy chocolate, 





There's more than one way to punch a hole.. 


A dinner fork will work, if you haven't the right tool, but 
it's not designed to do this job. In paper—a tool printers 
use—there is a specific grade designed to meet the require- 
ments of each job. Choose the right one and both you and 
your customers will benefit. 


For instance, suppose a customer brings you an offset job 
entailing full color illustration and almost total ink cover- 
age. Naturally he wants the most exact reproduction, yet 
maintaining a high level of production quality—at the 
lowest possible cost. Your paper selection, in this case, is 
Kimberly-Clark's SHOREWOOD .. . an economical, fully- 
coated grade with exceptional press performance. 


Or, suppose you get an order to print a house organ. It's 
a letterpress job—and it's a natural for Kimberly-Clark's 
MULTIFECT—a_ fully-coated, good opacity letterpress 
sheet designed primarily for volume work. Printers have 


discovered they get more usable sheets per thousand im- 
pressions with Multifect than with any other paper! 


Kimberly-Clark's complete line of fine printing papers in- 
cludes grades suited to whatever job you may have. What- 
ever your needs, CHOOSE THE RIGHT KIMBERLY-CLARK 
PAPER FOR THE JOB. It will give you the printability, run- 
ability and all-around quality only found in papers pro- 
duced carefully by experts in some of the world’s finest 
paper mills. 


Turn the page for a complete list of Kimberly-Clark 


paper distributors. 
Kimberly Clark 


PRINTING PAPERS 


KIMBERLY-CLARK CORPORATION + NEENAH, WISCONSIN 





Kimberly-Clark fine papers are distributed by 
the following quality merchants: 


ARKANSAS PAPER CO. 
Arkansas: Little Rock 


BALDWIN PAPER CO. 
New York: New York 


BALTIMORE PAPER CO., INC. 
Maryland: Baltimore 


BARTON, OUER & KOCH PAPER CO. 
District of Columbia: Washington 


BEACON PAPER CO. 
Missouri: St. Louis 


BEEKMAN PAPER CO. 
New York: New York 


BERKSHIRE PAPERS, INC. 
IIlinois: Chicago 


BERMINGHAM & PROSSER CO. 
Michigan: Kalamazoo 


BONESTELL & CO. 
California: San Francisco 


BOUER PAPER CO. 
Wisconsin: Milwaukee 


BULKLEY DUNTON 4 CO. 
(Div. of Carter Rice Storrs & Bement, inc.) 
New Jersey: Newark 
New York: New York 


CANFIELD PAPER CO. 
New York: New York 


CARPENTER PAPER CO. 
California: Los Angeles 
San Francisco 
Colorado: Denver 
Pueblo 
ilinois Chicayo 
lowa: Des Moines 
Sioux City 
Kansas: Topeka 
Minnesota: Minneapolis 
Missouri: Kansas City 
Montana: Billings 
Great Falls 
Missoula 
Nebraska: Lincoln 
Omaha 
New Mexico: Albuquerque 
Oklahoma: Oklahoma City 
Texas: Amarillo 
Austin 
Dalias 
El Paso 
Fort Worth 
Harlingen 
Houston 
Lubbock 
San Antonio 
Utah: Salt Lake City 
Washington: Seattle 
CARTER RICE STORRS & BEMENT 
Connecticut: East Hartford 
New Haven 
Maine: Augusta 
Massachusetts: Boston 
Springfield 
Worcester 
Rhode Isiand: Providence 


CARTER, RICE & CO. OF OREGON 
Oregon: Portland 

CAUTHORNE PAPER CO. 
Virginia: Richmond 


CENTRAL OHIO PAPER CO. 
Indiana: Indianapolis 


CHATFIELD PAPER CORP. 
Kentucky: Louisville 
Ohio: Cincinnati 


CHATFIELD & WOODS CO. OF PA. 
Pennsylvania: Pittsburgh 
CHICAGO PAPER CO. 
IMinois: Chicago 
CRESCENT PAPER CO. 
Indiana: Indianapolis 
DB AND W PAPER CO. 
Louisiana: New Orleans 
DILLARD PAPER CO. 
North Carolina: Charlotte 
Greensboro 
Raleigh 
Wilmington 
South Carolina: Greenville 
Tennessee: Nashville 
Virginia: Roanoke 
DUDLEY PAPER CO. 
Michigan: Lansing 
Saginaw 
ELM PAPER CO. 
Pennsylvania: Scranton 
JOHN FLOYD PAPER CO. 
District of Columbia: Washington 
Maryland: Baltimore 
FOREST PAPER CO. 
New Jersey: Newark 
New York: New York 
FRASER PAPER CO. 
Oregon: Portland 
GENERAL PAPER CORP. 
Pennsylvania: Philadelphia 
GENESEE VALLEY PAPER CO. 
New York: Rochester 
Syracuse 
HUBBS & HOWE CO. 
New York: Buffalo 
HUDSON VALLEY PAPER COMPANY 
New York: Albany 
INDEPENDENT PAPER CO. 
Washington: Spokane 
INGRAM PAPER CO. 
California: Los Angeles 


JACKSON PAPER CO. 
Mississippi: Jackson 


JOHNSTON PAPER CO. 
Ohio: Cincinnati 


KNIGHT BROTHERS PAPER CO. 
Florida: Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


LINDE-LATHROP PAPER CO., INC. 


New Jersey: Newark 
New York: New York 


LOUISIANA PAPER CO., LTD. 
Louisiana: Baton Rouge 
Shreveport 
MIDLAND PAPER CO. 
Illinois: Chicago 
MILLCRAFT PAPER CO. 
Ohio: Akron 
Cleveland 
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Kimberly-Clark & Corporation 
Department Number PPI-2, Neenah, Wisconsin 


Please send me your colorful portfolio which contains specific 
printed samples and complete information on Kimberly-Clark’s 


Shorewood Coated Offset and Multifect Coated Book. 


NAME 

FIRM NAME 

ADDRESS 

CITY 

MY PAPER DISTRIBUTOR IS 


MINNESOTA PAPER & CORDAGE CO. 
Minnesota: Minneapolis 

NEWELL PAPER CO. 
Mississippi: Meridian 


OHIO & MICHIGAN PAPER CO. 
Ohio: Toledo 


PALMETTO PAPER CO. 
South Carolina: Columbia 


PAPER MERCHANTS, INC. 
Pennsylvania: Philadelphia 


PETREQUIN PAPER CO. 
Ohio: Cleveland 


QUIMBY-WALSTROM PAPER CO. 
Michigan: Grand Rapids 
ROURKE-ENO PAPER CO., INC. 
Connecticut: Hartford 
New Haven 
Massachusetts: Springfield 


ROYAL PAPER CORP. 
New York: New York 


SCIOTO PAPER CO. 
Ohio: Columbus 


SEAMAN-PATRICK PAPER CO. 
Michigan: Detroit 


SENSENBRENNER PAPER CO. 
Wisconsin: Milwaukee 


SHAUGHNESSY-KNIEP-HAWE PAPER CO. 
Missouri: St. Louis 


SLOAN PAPER CO. 
Alabama: Birmingham 
Georgia: Atlanta 
Tennessee: Chattanooga 


SOUTHERN PAPER CO. 
Tennessee: Chattanooga 
Knoxville 


TAYLOE PAPER CO. 
Oklahoma: Tulsa 
Tennessee: Memphis 


TOBEY FINE PAPERS, INC. 
Missouri: St. Louis 


TROY PAPER CORPORATION 
New York: Troy 


UNIVERSAL PAPER CO. 
Wisconsin: Appleton 

D. L. WARD CoO. 
Pennsylvania: Philadelphia 


WESTERN NEWSPAPER UNION 
Kansas: Wichita 
Oklahoma: Tulsa 


WHITING-PATTERSON CO. 
Delaware: Wilmington 
Pennsylvania: Philadelphia 


WYANT & SONS PAPER CO., INC. 
Georgia: Atlanta 
eee 


HONOLULU PAPER CO. 
Honolulu, Hawali 


+ e e 
KRUGER PAPER CO. LTD. 
Montreal, Que. 


SMITH, DAVIDSON & LECKY, LTD. 
Vancouver, B. C 


BOOKLET! 


SEND COUPON TODAY! 





use sales slips for a “descent under 
water” in a simulated bathyscape. 


@ The Eastman Kodak exhibit 
showed striking examples of black 
and white and color photography, 
and included an information service 
for the hosts of photographers who 
swarmed over the Exposition. 


@ LaRousse, the French encyclope- 
dia publisher, had an exhibit re- 
markable for its modern posters, 
its photography, and an “electronic 
dictionary” which answered ques- 
tions on a variety of subjects. 


> The question of whether the 
United States pavilion was well- 
planned, and whether it adequately 
portrays life in the U. S. has been 
widely discussed. In an effort to 
embrace a great deal of American 
life, its planners were guilty of in- 
cluding widely disparate objects, 
some of which seem not only ir- 
relevant but irreconcilable with the 
general plan of the building. Among 
these were the celebrated glass cases 
housing an American football uni- 
form, some tumbleweeds, and a se- 
lection of Idaho potatoes. 

From a display standpoint, how- 
ever, the American pavilion seemed 
good enough, if somewhat badly 
laid out. The Coliseum-like pa- 
vilion was quite striking, but the cir- 
cular decks tended to knot up the 
traffic flow. 

The U. S. medical exhibits in the 
nuclear energy section drew large 
crowds, particularly one showing 
mechanical hands used in handling 
“hot” nuclear materials, and an- 
other display showing a Reed Cur- 
tis Scintiscanner for diagnosis and 
treatment of disease with radioac- 
tive materials, and Picker equip- 
ment for radioactive treatment. 

On the debit side: the display 
used Zoomar photographs of New 
York and Chicago. The displays 
were made in unusual shapes, a full 
circle cylinder, a half-circle con- 
cave mount to be studied from 
above, a long elliptical picture of 
Chicago’s Lake Shore drive, etc. 
The pictures were largely gadgetry. 
They were black and white, mostly 
shot in winter, so that the cities 
had the dreary monotonous look 
of the dirty snow and the grey and 
black buildings. Further, the 
photographic quality was deplorable, 
and the film scratches were magni- 
fied to huge size. 


> A section called a “streetscape,” 


which presented a typical U.S. 
street scene in detail, showing the 
wide variety of goods and fashions 
available in Main Street depart- 
ment stores, hardware stores, book 


stores, groceries and specialty shops, 
had considerable impact. The pack- 
ages and typical window displays 
drew a great deal of attention from 
Europeans, since the long windows 
and goods-stacking techniques com- 
mon to American stores are infre- 
quently used in Europe. 

Surmounting pillars around the 
reflector pools were huge black and 
white photographs using the “ve- 
netian blind” technique, so that 
two pictures could be seen on the 
same side, depending on the angle 
from which the observer saw the 
picture. Again, the gadgetry got 
into the way of the art. The photo- 
graphs were difficult to see in true 
perspective, and were disappointing 
in quality. 


> Americans attach too little im- 
portance to languages and language 
skills. They tend to be casual about 
arranging for translation devices, 
and they aren’t meticulous about 
it in printed literature, either. 

If your exhibit is well attended, 
the floor space gets packed. If you 
can elevate your exhibits, or hang 
them, by all means do. Where pos- 
sible, make the illustrations king- 
size. Make them move if you can. 

You're probably selling a tired 
audience. The big exposition is a 
foot-killer. People sat around on 
every available curb, thoughtfully 
massaging their aching arches. If 
there’s any possibility of putting 
some chairs, benches or a water 
fountain into an exhibit, you may 
have made friends for life. 

In spite of the time and money 
spent on the exhibits, it was some- 
times hard to figure out what some 
of the sponsoring companies ac- 
tually made. There ought to be a 
simple sign or sentence to tell the 
unknowledgeable visitor that your 
company is in electronics or food. 

The visitor sees so much tech- 
nology, social progress and Art 
that he’s punchy. If your exhibit 
will survive a few light touches, 
for heaven’s sake put them in. 
Three notable uses of humor were by 
Czechoslovakia (surprised every- 
one), West Germany, Great Britain. 

There is no exhibit like some- 
thing people want to see. The Rus- 
sian sputniks drew the crowds. The 
U.S. fashion show—even if the 
gowns were grotesque, as they were 
—packed ’em in. 

In exhibits as in business life, 
display is no substitute for an ex- 
traordinary product. 44 


Foundries of Pont-a-Mousson ... Use of 
product as a structural element > 


IBM .. . Typewriters in 16 colors made 
an impressive wall display. 


. . An eye-catching placement of 
its story in a sphere attracted viewers. 


Solvay . 


Eastman .. . Photography, of course, was 


the feature of this photographic center. 


LaRousse .. . An abstract modern poster 


symbolized encyclopedia publishing. 
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| Typical jobs the Justo- 


writer is ideally equip- 
ped to handle: Bulletins, 
manuals, price lists, 
booklets, directories, 
catalogs, direct mail 
literature, house organs 


The answer to all 


forms of Business Printing— 


Friden Justowriter— 


IN YOUR OFFICE, the 2-unit Justowriter 
(Recorder and Reproducer) can turn out 
professional typesets with justified mar- 
gins -- at substantial cost savings com- 


pared with typewriter or hot metal compo- 
sition. 


THE FRIDEN JUSTOWRITER produces 
these professionally composed typesets on 
direct image plates for duplicating machines 
or in form of reproduction proofs for litho- 
graphic printing. 


TYPIST BECOMES EXPERT TYPE COM- 
POSITOR as her typing on Recorder (lst 
Justowriter unit) produces simultaneously 
(a) typewritten sheet, for visual check, and 
(b) punched paper tape with identical copy 
in code. Second Justowriter unit, the Re- 
producer, then ‘‘reads’’ the code tape and 
automatically composes the original copy 


in clear, accurate, justified-margin form. 
14 different Justowriter type faces, sized 
from 8 to 14 points, are available. 


WRITE TODAY on your business letterhead 
for additional information on the justifying 
type-composing Justo- A 
writer - a basic Tape- & , xe2 
Talk machine in the  -Frigen cre® 


‘‘new world for busi- & 1d 
New Wor 


ness” created by Fri- ga oe 


den, FRIDEN, INC,, =eo® 
For Sw 


San Leandro, Califor- 
nia, 


THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 PT GALVIN TYPE 
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Center of Interest . 


The typical crowd gathers, cameras 
and all, as photographer Henri Janson gets ready. The author 


em 


adjusts the costume on model Denyse Girard, from the Paris 
couturier Dior. The Turkish Pavilion is in the background. 





| Fought the Fair to Get My Photos 


It sounded simple — just fly to 
Brussels and take some fashion 
pictures —— but this agency ex- 
ecutive learned that there were 
more complications than anyone 
had imagined. 


By Marian Christopher 
Fashion Publicity Director 
Anderson & Cairns 

New York 


The assignment sounded simple 
enough when it was first made— 
just go to the Brussels Fair and get 
some fashion shots. We needed fall 
pictures for five of our clients— 
Dynel coats, Enka rayon crepe 
dresses, Mission Valley transitional 
cottons, Syl-mer sportswear and 
Lurex glamor creations. All photog- 
rapher Henri Janson and I had to 
do was to fly over there, through the 
cooperation of Sabena _ Belgian 
World Airlines, with his cameras 
and my fashions, which consisted 
of no less than 70 garments plus 


accessories for each one of them. 

It sounded simple, but we ran 
into complications just about as soon 
as we landed in Brussels. The cus- 
toms officials got the idea that my 
purpose was to start up in business. 
Why else bring so much luggage? 
We were pulled out of this jam by 
a sweet Sabena hostess who, in 
addition to being a diplomat, seemed 
to know the right people. 


» Next came our hotel. It was all 
we could line up on the short no- 
tice with which our trip was planned, 
so it had to do. Its shortcomings 
were almost compensated for by the 
gracious hospitality of the concierge 
and his wife. Even the largest room 
in the hotel, to which my large 
wardrobe entitled me, couldn’t hold 
my clothes. So they sent in carpen- 
ters to build in extra clothes rods, 
and even provided a large extra 
wardrobe closet which was very 
useful, even if it did rattle every 
time I walked across the room. 
Another find was a Belgian girl 
who came in to press clothes, and 


very fortunately, as it turned out, 
was also a deft seamstress. 


» Now the photographer and the 
clothes and I were settled in Brus- 
sels. The next step was to get a 
model. This, of course, had all been 
taken care of. We had booked, be- 
fore we left New York, a top Amer- 
ican model then living in Paris, who 
would come to Brussels and work 
with us. Except that the night be- 
fore shooting was to. start, we 
learned that she couldn’t come that 
day, nor any of the ten days we 
would be in Brussels, nor could she 
suggest a substitute. So there we 
were out on a limb. 

We appealed for help everywhere 
we could turn, and Vogue came 
to the rescue. They were handling 
a daily fashion show in the Ameri- 
can Pavilion, and their girls could 
work for us on their off days. They 
were attractive, but all of them were 


How We Got the Photo 
Number 13 in a Series 


Art & Photography °¢ 41 


X-dcto KNIVES 


Use X-acto replaceable-blade 
Knives wherever a surgically 
sharp edge is required...for Sten- 
cils « Friskets « Silk Screen 
Retouching « Mat Cutting» Mon- 
tage « Etching « Scratchboard 


FREE! Buying Guide for 
X-Acto Artist Knives, 
Tools Art and Craft Sets 


48-45 VanDam Street, L.I.C. 1, N.Y. 


QUANTITY PHOTOS SELL ANYTHING... ANYWHERE! 
QUANTITY PHOTO CO., 119 W. HUBBARD ST., CHG. 10 


Write for FREE photo packet 
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The Working Crew 


| An official Volkswagen, § 


complete with driver, 
a Fair hostess, 

help the author and 
her photographer 
shoot model Yvette 
Caron of Chanel. 


too short for our clothes. So we had 
to find somebody who could handle 
the alterations. Our first bit of luck 
occurred when Josette, our Belgian 
presser, announced that she could 


handle the job. 


> The next two days were fairly 
routine, considering that each of 
them lasted at least 15 hours. We 
were kept pretty busy with calls to 
Paris through a fantastic switch- 
board, with scouting the Fair for 
backgrounds, and other arrange- 
ments. 

On the third day we started shoot- 
ing. Since we had set ourself a goal 
of ten per day, we picked out the 
garments and accessories we needed 
for that day’s work, piled them into 
our hired car, and off we went to 
the Porte de Grand Palais, one of 
the eight Fairground gates. 

We honked the horn to open up, 
but were firmly told that no private 
cars were allowed to enter. Unable 
to argue our way through the regu- 
lation, there was nothing to do but 
carry everything—merchandise and 
cameras—all the way to our dress- 
ing room in the Press building, a 
walk of about 12 minutes. That’s the 
way the first day went—lugging 
loads and walking to each of our 
locations, and then’ back to the 
Press Building to change. By quit- 
ting time we were bedraggled, dead 
tired, and discouraged! 


» The next morning started out with 
a miracle. Word of our predicament 
had finally got through the compli- 
cated channels and had reached 
Mme. Yolande Busard, of the Bel- 
gian Press Office at the Fair. She 
made available to us an official Fair 
Volkswagen and chauffeur, plus an 
official Fair Hostess whose sole duty 
was to help me and tackle any dif- 
ficulties that got in our way. 
That evening was somewhat more 
relaxed. I spent it back at the hotel 


soaking my swollen feet in a gadget 
that must have been provided for 
the purpose. We picked out the 
merchandise for the next day’s 
shooting, and started out in the 
morning with light hearts. We were 
met at the gate by the official sta- 
tion wagon and our two official 
helpers—they were wonderful! 

I can’t say enough for those su- 
perlative Belgian Fair MHostesses. 
We had a different girl each day, 
and I am sure they must have been 
the cream of Belgium. They would 
have been the cream of any coun- 
try in which they found themselves. 
They speak at least three languages 
and have the personality of a diplo- 
mat and the resourcefulness of a 
Robinson Crusoe. They interpreted, 
cut through red tape, soothed 
ruffled feelings, argued for us, 
helped carry the merchandise, 
clicked the shutter for production 
shots, and were wide-eyed at the 
American fashions. 


» One of our major problems was 
keeping the throngs of tourists out 
of camera range. No sooner had we 
started setting up the model and 
equipment in a location that seemed 
fairly deserted than immediately a 
crowd collected. They swarmed, 
they gaped, they laughed, they 
whistled, they took pictures, they 
asked questions—but worst of all, 
they kept getting in our pictures. 
With them it was all in the spirit 
of gay holiday fun; with us—it was 
a frustrating roadblock in a tense 
race against time. Ten pictures a 
day under these conditions did not 
strike us as hilariously funny until 
a couple of million visitors later! 
Eventually we struggled through 
all the color and all the black and 
white. We are happy with the re- 
sults, and when you see some of 
them in Fall ads, I hope you won't 
detect the turmoil that went on just 
out of range of the camera lens. 44 
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United Press International 
foremost name in photographic reporting 


offers its world - wide facilities 


with their prestige, quality, speed and dependability 


to industrial advertisers for 


photos and photo reports of all types. 


Roy Mehlman, Director 


COMMERCIAL PHOTOGRAPHY DIVISION UNITED PRESS INTERNATIONAL 
461 Et@hth Avenue, New York 1, New York 


CALL COLLECT: New York, N. Y.: PEnnsylvania 6-8500 + Boston, Massachusetts: Llberty 2-2400 
Chicago, Illinois: WHitehall 4-4733 + San Francisco, California: ENterprise 1-0777 
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How Color Negatives 


Will Help You 


OEOEOEEUEOEROEERUEOEEEROREROREREECEOEEOEOEOCEREOEEOGOTEREREEOEOEOOREECORUROCROROORCEROEOHOOERRSORCEROEOEOOCR  OReR ROE OED 


The versatility of 
new color materials is 


opening up new 


prospects for admen 


By Charles Smith 
Commercial Photographer & 
Color Technician 
Jacksonville, Fla. 


The color transparency has many 
limitations and the user has often 
suffered because the photographer 
has worked in a rigid strait jacket 
when using it. It has been the best 
he had to work with. Through the 
use of improved negative color ma- 
terials, the bonds have been severed 
and your photographer can now 
work with the freedom he has 
known in black and white. 

When a transparency is made 
now, the photographer actually ex- 
poses a negative image and in proc- 
essing the negative is developed, 
re-exposed and a positive trans- 
parency developed. This normally 
allows no opportunity for control 
of the finished result from the mo- 
ment he makes the original ex- 
posure. This transparency could be 
too dark or light, go off color in 
any direction, or just not conform 
to someone’s real or imagined ideal. 

A few highly talented individuals 
have retouched transparencies with 
varying degrees of success but many 
people have instinctively, and un- 
derstandably, shied away from 
tampering directly with the original 
piece of often irreplaceable art. Such 
work does have an air of finality 
about it. This left the alternatives 
of handwork on separations, mak- 
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ing an expensive dye transfer or 
more expensive carbon print for re- 
touchers to work upon. This con- 
sumes time as well as money. 


> Even when the transparency was 
good you had to set up a viewer, 
squint at it against blue sky from 
a window or use an artificial light 
of unpredictable color. In addition 
to the transparency being decep- 
tive, almost everybody prefers to 
look at prints. Even experts can 
appraise prints more accurately. 
Contrast all this with the nega- 
tive-positive color process. The 
photographer shoots his negatives 
under whatever lighting conditions 
prevail or the nature of the assign- 
ment dictates. He develops his 
negatives and makes a set of full- 
color paper prints or proofs. Here 
he can either show the proofs to 
you or note any corrections he 
might feel necessary and make a 
finished print, whichever is most 
desirable. Incidentally, he can de- 
liver in four or five hours after 
shooting if absolutely necessary. 
At this point, or later, he can 
shift color balance toward any 
color desired, vignette, hold back 
dark areas or print in light areas. 
He can tilt his easel to introduce 
or remove distortion. The print can 
easily be reduced to any size or 
blown up to 40x60” or larger, made 
to exact size to fit a layout or for 
pasting up with other photographs 







or other forms of artwork. 


> With a transparency, at this point 
if you don’t like it you are pretty 
well stuck with it, but not with a 
Type C Print. You can show your 
photographer what you want 
changed and let him make another 
print or turn it over to an artist 
for retouching. The artist can air- 
brush on the print with dyes, make 
a Flexichrome print, use opaque 
colors, cut out, montage or paste up 
with other prints in much the same 
manner he would work with black 
and white. 

If at this, or any other point, 
additional prints are needed to 
send to another interested party, 
the photographer can quickly print 
as many as are needed in whatever 
size is required. 





Annual Report . 


. . Clients can see what 
they are getting when an Ektacolor print 
is used in the layout. 











> None of this is shrouded with 
technical hocus-pocus, either. In 
common cut film sizes, there is 
Ektacolor S (for short exposures) 
and Ektacolor L (for long expo- 
sures). Kodacolor is now marketed 
in 120 and 620 sizes for the twin 
lens cameras, as well as the new- 
er 35mm cartridges for the versatile 
miniature cameras. 

The paper print material is called 
Ektacolor paper, and it is a color 
emulsion on a paper base. It is 
available in cut sheet sizes from 
8x10” to 30x40”, as well as rolls 
20” and 40” wide, in lengths of 
50’ or 100’. 

To make black-and-white prints 
from these color negatives, there 
are two papers which Eastman has 
designed especially for this task. 
The older is Panalure, which is used 
principally for portraits and dis- 
play prints. For smooth prints for 
reproduction or retouching, there 
is Resisto Rapid Pan paper, intro- 
duced just this October 15. This is 
intended principally for positive 
separations for R.O.P. color in 
newspapers. 

Since complete processing kits 
are available, any of these materials 
can be processed in any well- 
equipped laboratory. Quality color 
processing does tend to separate the 
men from the boys. It takes skill 
and care, but many professionals 
have mastered the task. There are 
many custom finishing laboratories 
which can process film or make 
prints. 


> In addition to the advantages of 
this negative-positive route to color, 
there are by-products and side re- 
sults which would often justify its 
use. 

From the color negative, superb 
quality 8x10” prints can be made 
to fit into salesmen’s portfolios or 
big prints can be made for 
hibits, point-of-purchase, or 
and reception room displays. 

Small prints can be gang run for 
enclosures and all these can be 
obtained practically overnight. In 


ex- 
office 





Palate Pleasing . . 


. To make sure cus- 
tomers get what they want, restaurateur 
tips Ektacolor prints of steaks into menus. 


fact, you will find for many needs, 
short runs of prints will even take 
the place of four color process 
printing with better quality and 
quicker delivery. 


> From this negative, display trans- 
parencies can also be made or 
slides for projection. Prints can be 
used to replace bulky samples. 
Reproductions can be made _ of 
paintings and other forms of art 
and much favorable publicity can 
be procured with gifts of prints 
for framing. 

When a full color job is needed 
totalling ten to a very few hundred 
prints with quick delivery for a 
menu, announcement or other such 
use, small relatively inexpensive 
color prints can be used as tip-ons 
to turn out a beautiful piece at 
real speed. 


» These new materials open up the 
possibility of the photographer do- 
ing all his original shooting on col- 
or negatives, even if only black- 
and-white prints are called for 
originally. The negatives can be 
used at any time to produce color 
prints or transparencies as needed. 
You can even produce color sep- 
arations directly on paper as black- 
and-white prints. 

These advantages could be some- 
what dampened if you run into a 
die-hard engraver who refuses to 
work from color prints, or charges 
premium rates if he condescends. 
Under these conditions, there are 
three courses you can follow. 


1. You can point to a number of 


four-color ads which have been 
developed from Ektacolor negatives 


printed on Ektacolor paper (for- 
merly known as Type C). 

2. You can remind him that it 
wasn't so long ago that trans- 
parencies were not welcome, and 
that many engravers insisted on 
flat color prints or on premium 
rates. 

3. If neither of these works, you 


can give in gracefully, and make 





Cover Photo. . 
of magazine with color print made from 
original color negative 


. Editor compares cover 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
-) keep coming 

back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 
QUANTITY 








Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. D-12 @_ Telephone: MI chigan 2-5651 





“Our success depends 
on quality cardboard |” 


write for free samples to: 
Crescent Cardboard Company 


FORMERLY 
Chicago Cardboard Company 





1240 N. HOMAN AVE., 


December 1958 + ap . 


CHICAGO 51, ILL. 





Ae el 
Unusual “Idea Art” 


PSR Uae 


vely, ¢ | rfu 


y letterhead-size 
Pre-printed with light 


uch art and headline I Oise hl eleh 


format 
7 


designs. 24 hour deli 


SEN 


very 


td ia ee ele 
IDEA ART 


307 Fifth Avenue, New York 16 
Telephone: MUrray Hill 6-7270 





For Complete Information Write Dept. R-10 


VARIGRAPH CO. « Madison 1, Wis. 





DALLAS 19, TEXAS 


Write for yourcopy * 
of our NEW Brochure 
enterprise photos 


Box 6873-A 









LS 


dreds of new ones sent to you each year in 
spiral-bound Stivers Studio Handbooks. B 
F. Goodrich, General Mills use ’em. Fee-per- 
use, or $9.95 monthly. Licensing system. Lim- 
ited to recog. agencies & natl. Advertisers. 


Free folder 
STIVERS STUDIO 


SAN FRANCISCO 19, CALIFORNIA 


> 
v 


BOX 3684 « 
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4000 glossy proofs to you right now; hun- 
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a copy transparency just for him. 


But this kind of stubbornness is 
on the way out. It may take time to 
convert completely to the nega- 
tive-positive color processes, but 
logic indicates that it is only a mat- 
ter of time. 44 


‘How To’ Photo Coloring 
Handbook In New Edition 


A complete “how to” book on 
hand coloring photographs is avail- 
able with the publication of the 
ninth edition of “Photo-Oil Color- 
ing for Fun or Profit.” The book, 
published by John G. Marshall 
Mfg. Co., Brooklyn, N. Y., has been 
brought up-to-date with the addi- 
tion of chapters on the use of the 
company’s three new sprays and its 
photo-oil pencils. 

The new illustrated edition con- 
tains 19 chapters telling how to 
market your work, giving instruc- 
tions and suggestions for doing por- 
trait work and new techniques on 
the use of heavy oil backgrounds. 
It tells how to obtain flesh tones, 
the right colors for clothing, how to 
mix paints, and tips on color har- 
mony, landscapes, snapshots, ani- 
mals and miniatures. 

The 15l-page book, described by 
the company as a complete course 
on photo hand coloring, can be pur- 
chased for $3.95 at photo, art, hobby 
and book stores. It is also available 
direct from John G. Marshall Mfg. 
Co., 167 N. Ninth St., Brooklyn 11, 
N. Y. 44 


New Camera Makes 
Stills Foolproof 


The task of getting black-and- 
white or color shots of field installa- 
tions, without using professional 
photographers, is simplified through 
the use of a new still camera just 
introduced by Bell & Howell, Chi- 
cago. 

The innovation in this camera is a 
shutter controlled by an electric 
eye, which automatically adjusts the 
lens opening according to the avail- 
able light. With a fixed-focus lens, 
all the picture taker must do is 
point the camera, make sure he sees 
a green spot in the finder, and press 
the button. He does not need to set 
controls, for focus, shutter speed, or 
lens opening. 

There are two settings, one for 
fast film, which includes b&w and 
Super-Anscochrome, and one for 


slower color film, such as Koda- 
color, Ektachrome and _ Ansco- 
chrome. A _ flash-gun attachment 





Automatic Camera . . 
light available controls the 
ing, so that both b&w and color pictures 
can be taken without worrying about ex- 
posure. 


. The amount of 
lens open- 


comes with the camera, with a sim- 
ple control to set the lens opening 
according to camera-subject dis- 
tance. 

Its simplicity of operation permits 
untrained personnel to take usable 
shots, without special training or in- 
struments. The camera, known as 


the “Infallible,’ retails for $79.95, 
including flash gun and_ leather 
carrying case. 44 


New Film Makes Improved 
Color Transparencies 


A new Ektacolor print film for 
making color transparencies from 
Ektacolor or Kodacolor negatives 
has been announced by Eastman 
Kodak Co. Designed for profession- 
al, commercial and industrial 
photographers, the transparencies 
produced by the new film can be 
used for either display or photo- 
mechanical reproduction. 

The new print film is said to offer 
improved sharpness, resolution and 
grain characteristics as compared 
with the company’s previous Ekta- 
color print film. This film is sched- 
uled for delivery late this year. 44 


‘Photoneering’ Aids 
Engineering Drawing 


Easier and more effective use of 
engineering drawings is the aim of 
a new process—Photoneering— 
which combines photography and 
drawing. Introduced by Technical 
Reproduction Service, Newark, N.J., 
the process makes it possible to 
draw specifications directly on a 
photograph taken from any angle. 
A special heat and humidity re- 
sistant plastic film sheet is used. 
The sheet permits necessary changes 
and erasures. 

A sample and details are available. 

- for more details circle 1228, page 139 
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With Hammermill Offset 


you can print the difference 


When your customers look at an advertising picture—selling 
or appliances or clothing, they want 
to see what the product looks like. And you can show 
them, with lifelike reality, when you print on Hammer- 
mill Offset. 

Hammermill Offset’s smoother, more level printing sur- 
face obtained with Hammermill’s exclusive hardwood 
pulp, Neutracel reveals fine distinctions in texture. 
And its brighter blue-white preserves subtleties of color 
that might otherwise be lost. For extra sales appeal, print 
the difference on Hammermi1! Offset in 3 machine finishes 

Wove, Vellum, Super-Smooth—and 5 embossed finishes 

Linen, Laurel, Pearl, Handmade, Homespun. 


roses or Cars 


d an Hammermti 1 Offset, Substance 7 
MANUFACTURED BY 
PAPER COMPANY « ERIE, PA. 


Lithographe , Super-Smooth Fints/ 


HAMMERMILL 
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WHITE BOUQUET 














THIS IS THE NEW WHITE 
HAMMERMILL OFFSET 


Here, in black and white, is one of the roses that are 
in color on the opposite side. It’s printed on the 


new, brighter, crisper white Hammermill] Offset 


Sharp, clear, isn’t it? 


Take a good look at the paper. Examine the smooth 


outstandingly level printing surface . . . the high 


bulk for weight . . . the exceptional cleanliness. We 
think you'll agree these help make good printing 


look even better 


AND NOW YOU CAN GET 
HAMMERMILL OFFSET IN 
7 SPARKLING COLORS 


Green + Buff + Blue 
Yellow + Gray « lvory « Pink 
Name your size, weight, color, finish. Hammermill 
Offset provides the most complete range of mill 
stock items in any offset paper. Printers: Ask your 
Hammermill! salesman to show you the new Hammer- 
mill Offset. Printing buyers: Ask for Hammermill 


Offset for your next job. 


Printed by offset on Hammermill Offset, Substance 70, Super-Smooth finish, 
on a 50 x72 two-color press. Sheet size 40 x 52, 16 up. Speed 3,000 an hour 


HAMMERMILL PAPER COMPANY - ERIE, PENNSYLVANIA 





Do’s and Don’‘ts for 


Premium Buyers 


e How to make the most of your premium promotion 


The premium, in its broadest sense, is becoming 
one of the major advertising media. The figure used 
by Brown Bolte, president, Sullivan, Stauffer, Col- 
well & Bayles, at the recent New York Premium 
Show was the almost unbelievable sum of $2 billion 
a year! Mr. Bolte added that the premium industry 
is “more important as a sales tool, in terms of money 
invested, than any other major advertising medium 
except newspapers.” 

Just what is a premium? One definition is “the 
something extra.” It is what you get as an additional 
bonus for making a purchase. One of the distinguish- 
ing marks of a premium is the required purchase. 
This is its basic difference from an advertising 
specialty. 


e An advertising specialty is most commonly given 
away. It is not contingent upon the actual consumma- 
tion of a sale, but is a gift from the manufacturer or 
salesman in an effort to establish his name or to 
build goodwill, to serve as a constant reminder. 
Generally, it is imprinted. For more detail, see “A 
Basic Guide to Specialty Advertising,’ which was 
the Best of AR feature in our issue of July 1958, and 
can be obtained as Reprint +307 at 25c. 


© The business gift field also uses many of the same 
items that are classified as premiums. Here, as in 
specialty advertising, there is no requirement for 
purchase. The mailing list is more carefully selected 
than for a specialty distribution. But the individual 


items are more expensive than specialties, and are 
almost never imprinted. 


® Salesmen’s incentives are also closely related to 


premiums. They are higher-priced items, often na- 
tional brands, rarely imprinted, and they are an ex- 
tra something—a prize for making an extra effort. 
But there is no purchase required on the part of the 
recipient. 


> Premiums can be low in cost and still remain a 
premium. Perhaps the best example is the trading 
card which is used extensively to promote the sale 
of bubble gum, or to be enclosed in packages of dry 
cereal. 

The distinction, then, is not in the type of mer- 
chandise, but rather in the way in which distribu- 
tion is handled. To sum it up, it is a premium if the 
recipient must do something special or must buy 
something to qualify. 


> Why are premiums used? There are a number of 
reasons, a number of objectives which are in the 
minds of premium-users. A survey conducted for the 
Premium Advertising Assn. of America asked this 
question of several hundred premium users. Dr. 
Arnold Corbin, of New York University, who han- 
dled the survey, broke down the answers to this 
question into a series of categories. 


Manufacturers and Wholesalers 


Consumer Premiums 

e To get new customers for an existing product 

® To achieve more frequent or regular use, to build 
customer loyalty 

e To introduce a new product 

e To stimulate the sales force by giving them a new 
selling argument 


e @ ¢@ This is the twelfth, and last, in our monthly series of bonus features 
for AR readers. The bulk of the material included in this report, not other- 
wise credited, comes from “Premiums for Everyone” (June 1953), “Do’s 
& Don’ts for Premium Buyers,” by Gordon C. Bowen (April 1955). In ad- 
dition, suggestions were picked up from numerous features and fillers run 


in AR columns during the past years, and were drawn from helpful and in- 
formative literature in our files. 


Copyright 1958 by Advertising Publications Inc 
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Do’s and Don’ts for 


Premium Buyers 


® To offset competitors’ activity 

© To make it easier to get orders, store displays, 
newspaper features 

© To beat a slump in sales, whether it is seasonal or 
otherwise 

® To check on the attention being paid to radio or 
television programs 


Trade Premiums 

® To stimulate the sales force to achieve pre-set 
objectives 

© To increase the size of the order from wholesalers 
and/or dealers (loading) 

® To build goodwill with trade 

© To get more dealer displays, features, and other 
promotional support 

© To improve shelf position 


Retailers 


(Stores & Service Operators) 
© To bring in new customers 
© To hold present customers’ goodwill and loyalty 
® To increase size of average purchase 
® To add interest to advertising 
© To increase interest in special events, openings, 
anniversary sales, etc. 
© To bolster weak departments; to encourage shop- 
ping the entire store 
© To increase early-in-the-week shopping 


Retailers 


(Direct, Club & Party Plans) 
To stimulate sales by direct tie-in with purchase 
To reward customers for new-customer referral 
To act as a door-opener 
To stimulate sales agents 
To renew paid-out accounts 
To increase the size of the order 
To stimulate collectors 
To recruit new sales agents 
To rewards hostesses in party plans 
To encourage prompt payment 
To increase the number of calls per day 
To reward the secretary in club plans 


>» What kind of premium offers have been used? The 
same survey gave some interesting answers to this 
question. 


Manufacturers and Wholesalers 


Consumer Premium Offers 
Self-liquidators 
Combination offers (product plus premium) 
Give-aways (no product tie-in) 
Coupon plans (catalog) 
Contest prizes 
Package enclosures 
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e Banded premiums (attached to product) 
® Reusable containers 


Trade Premium Offers 
Salesmen’s incentives (own company salesmen) 
Dealer (retailer) premiums 
Salesmen’s incentives (wholesaler’s salesmen) 
Wholesaler (jobber or distributor) premiums 
Salesmen’s incentives (dealers’ salesmen) 
Other employe incentives 


Retailers 
(Both Store and Non-Store) 


© Straight give-away (no cash) with purchase of 
merchandise 
e Part cash, with purchase of merchandise 
® Salesmen’s or sales agents’ incentives 
® Straight give-away, no merchandise purchase re- 
quired 
Trading stamps 
Self-liquidating (with merchandise purchase) 
Consumer contest prize 
Self-liquidating (no merchandise purchase) 
Coupon catalog plan 
Advance premium (customer works off by credits 
on future purchases) 


In each of these tables the most commonly named 
category heads the list. 


BEST OF AR 
REPRINTS 
AVAILABLE 


Reprints of all articles in this ‘’Best of AR” series 
will be available immediately following publication. 
Single copies can be obtained for 25c each; lots of 
10 of any one reprint, 20c each; lots of 50 or more, 
15c¢ each; lots of 100 or more, 12 Ya2c each. Presently 
available are: 

301 ..A Basic Guide for Paper Buyers 

302 ..A Basic Guide for Better Advertising Photos 
303 ..A Basic Guide to Business Films 

304 ..A Basic Guide to Direct Mail 

305 ..A Basic Guide to Display Typefaces 

306 ..A Basic Guide to Packaging 

307 .. A Basic Guide to Specialty Advertising 

308 .. A Basic Guide to Television Commercials 

309 ..105 Ulcer Reducers for Exhibitors 

310 .. What Makes Good POP Advertising 

311 .. How to Save on Your Printing Bills 

312 ..Do’s and Don'ts for Premium Buyers 

Order by number from Reprint Editor, Advertising Re- 
quirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order totals less than $2. 





> A premium promotion is a major investment for 
most advertisers. Getting a good premium promotion 
off the ground in today’s competitive market means 
calling upon all the time-tested techniques and in- 
venting lots of new ones. 

Any list of “do’s and don’ts” in a fast-moving sit- 
uation like this must necessarily be sketchy, unless 
you have a few hundred pages to fill. The list which 
follows is an attempt to cover the high spots rather 
than to fill in the details. 


General 


1. Plan. 
2. Plan some more. 


3. Plan some more .... Any premium is only as 
good as the promotion put behind it; and any pro- 
motion is only as good as the amount of thinking and 
planning that went into it. If the premium is con- 
sidered as one tool in a wide selection of advertising 
and selling devices, and integrated with those into 
an over-all plan to reach a given objective . . . then 
it becomes a promotion and not just a gimmick. 


4. Look over all the premium techniques available 
before selecting any one plan .. . . Most newcomers 
to premium promotions tend to think first of the 
familiar self-liquidating “box-top” deals. See wheth- 
er you can’t combine several plans for maximum 
strength throughout the distribution system. 


5S. Get out in the field yourself and try to sell your 
promotion .. .. whether it’s a consumer deal or one 
aimed at salesmen, dealers or jobbers. It’s amazing 


how many extras can be added to a promotion with 
a little field testing. 


6. Don’t seek novelty for its own sake .... Some of 
the most successful premium programs are carbon 
copies of things hundreds of other people have been 
doing—refined and adapted to your own needs, of 
course. You won’t win any medals that way, but you 
will sell merchandise, which is what you're after. 


7. On the other hand, don’t rush into a particular 
premium program just because someone else is doing 
it successfully. . . . Analyze the situtation first. Your 
problem may not be the same. The other promotion, 
if it is a competitive one, may have gone over simply 
because it was first. Or it may be that the other 
fellow can give that particular promotion more sup- 
port than you. 


8. Count on your premium to accomplish only one 
major sales objective .... then try to build in as 
many subsidiary benefits as possible. The objective 
can be to boost sales during a specific period, to sam- 
ple a wider market, to maintain brand loyalty, to 
meet a competitive price situation, to get extra dis- 
plays, to give your salesmen something to talk about, 
to promote a radio or tv show, or any one of hun- 
dreds of others. Don’t let that major objective get 
lost in the shuffle. 


9. Milk your suppliers for all the advice and help 
they can give you. ... Very often experienced pre- 
mium suppliers have been on the inside of a hundred 
premium promotions for every one of yours. This 
“know-how” can be a valuable asset to your promo- 
tion if you take advantage of it. 


10. Screen your suppliers carefully. ... A produc- 
tion sample is not always a good indication of the 


finished product. Make certain that your supplier has 
the ability and resources to meet your requirements, 
and the reputation for reliability and integrity that 


you demand. If possible, visit his plant to see for 
yourself. 


11. Take your supplier into your confidence... . 
That doesn’t mean let him in on all your trade se- 
crets. But go over your major problems and plans 
with him so that he is not in the dark when changes 
are made. Very often he can help you get over some 
of the hurdles if he knows what is going on. 


12. Don't inflate the value of your premium... . If 
the genuine retail value is $1.98, don’t make it $2.98 
just because you think it makes your 75c offer look 
better. As a matter of fact, it often makes it look 
worse since the consumer usually catches on, and 
misrepresentation reflects on your product as much 


as on the premium. Furthermore, the FTC doesn’t 
like it. 


13. If the choice must be made between value and 
price, choose value. .. . No longer are the lower in- 
come groups the major market. America has become 
a nation of middle class people with standards of 


quality and value that are constantly being raised by 
the mass media. 


Testing 


14. Test as much as possible. . . . If you can afford 
a scientific sample, so much the better. If not, try a 
random test of as representative a group as possible. 


At the very least, ask a few other people outside 
your organization. 


15. Don’t test a housewife premiwm on your own 
wife or the secretaries in your office. . . . Much as 
you admire your wife’s taste (or your secretary’s, 
as the case may be) they are almost always unrepre- 
sentative of your market. For one thing, they have 
been around you or your company too long. 


16. Don’t test a child premium on your own children 
.... Same reason. It’s amazing how quickly kids be- 
come experts on Daddy’s business. And a premium 


“expert” is one who has learned to distrust his own 
hunches. 


Promotion 


17. Give your promotion enough time to penetrate. 
... This means working out your schedule with care 
so that all the vagaries of distribution, shipping, 
mailing and advertising are hedged. It also means 
timing your promotional planning like a military 
campaign: softening up your target first, then mov- 
ing in your ground troops, then mopping up and con- 
solidating your gains. 


18. Don't regard a premium promotion as a substi- 
tute for advertising. .. . A good promotion is always 
better with extra advertising support. 


19. Don’t be afraid that advertising the premium 
along with your product means spending your money 
to sell someone else’s merchandise. .. . Time after 
time, Starch readership studies have shown that 
your product copy gets a much higher readership 
when there is a premium offer in the ad. 


20. Don’t bury the conditions of the offer under 
cloudy wording or misleading layouts. . . . Consum- 
ers and dealers are premium-conscious these days. 
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Do’s and Don’ts for 


Premium Buyers 


They don’t expect something for nothing, but are 


perfectly willing to meet your conditions provided 
you make them clear. 


21. Use the business press for both advertising and 
publicity. . . . Any gain your competitors may get 
through an advance tip-off is more than offset by the 
gain in promotional impetus for you. 


Fulfillment 


22. Put as much care into fulfillment as you put into 
the promotion. . . . If delivery of the premium is slow 
or if it arrives damaged, or if it is not as represented, 
your promotion is a flop regardless of its sales results 
for you. A poor fulfillment policy breeds more ill- 
will than a promotion is worth. 


23. Run a regular program of checking fulfillment. 
. .. Send for your own premium from time to time. 
Vary it by omitting proof-of-purchase, enclosing too 
little or too much money, forgetting to specify color 
or size, and so forth. This will give you an idea of 


how your supplier or premium service is handling 
customer relations. 


24. Don’t skimp on packaging. ... A few cents saved 
here may result in loss of goodwill. A premium that 
arrives broken or damaged is worse, in this respect, 
than no premium at all. In addition, correspondence 
and adjustments will cost you money. 


Consumer Premiums 


25. Remember that there are other kinds of pre- 
miums besides the attention-getting self-liquidators. 
. . » Look over the tools available in terms of your 
specific needs before selecting any one premium 
approach. 


26. Budget a promotional cost for the self-liquidator 
.... Don’t expect the price the consumer pays to 
cover more than the cost of the premium plus post- 
age and handling (with, perhaps, a small margin for 
“srief”’). If you try to make the premium carry a 
larger cost burden, you are shaving the value to the 
consumer and paving the way for your promotion’s 
failure. 


27. Use a self-liquidating premium to increase sales 
during a relatively short time period. 


28. Schedule your promotion for the premium offer 
in advance of distribution. . . . Schedule your adver- 
tising to break when you are certain that all your re- 
tail outlets have had an opportunity to stock the 
offer or the display and tie-in material. 


29. Don’t try to measure the effectiveness of media 
advertising for your premium offer by the number of 
responses unless you have had prior experience to 
use as a gage. .. . Media advertising is a useful soft- 
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ening-up process; the point of sale can make or 
break a self-liquidator, except for radio and tv offers 
tied-in with the program. 


30. Don’t look down your nose at the “standard” 
self-liquidating premiums—cutlery, houseware, sil- 
verware, china, etc.—just because they are not new. 
. . . Novelty can produce some colorful and dramatic 
successes; it also produces some spectacular failures. 


31. Always try to incorporate a “bounce-back” in 
your mail-in premium offers . . . whether a repeat 
offer for more of the same premium with additional 
cash plus proof-of-purchase or an offer for related 
items. The bounce-back increases the life and pulling 


power of your offer at very little extra cost and with 
no waste circulation. 


32. Plan your point-of-sale support so that the pre- 
mium offer is on the package .... or as close to the 
package as you can get it. 


33. Don’t offer a premium that requires extra space 
at the point-of-sale . . . unless you are able and 
willing to offer extra inducements for the extra 
space—either in direct or indirect payment. 


34. Always select as a self-liquidating premium one 
which can be described in the shortest possible copy 
and whose impact can be shown in simple illustra- 
tions. . . . That is one major advantage of brand 
names, but not the only one, nor must the premium 
be a brand-name to fill the bill. 


35. If you are using tv as a medium, select a pre- 
mium which can be shown in action at low cost. 


36. Remember that a bargain alone is not a suffi- 
cient inducement to make a consumer want a self- 
liquidating premium. . . . Get your “reason why” 
across for the premium just as you do for your prod- 


uct. The woods are full of distress merchandise at 
“bargain” prices. 


37. Don’t try to self-liquidate a premium which 
should be a giveway or an advertising specialty. 


38. Don’t try to self-liquidate a premium which is 
packed in with your product or attached to the prod- 
uct so that it can not be separated. 


39. If your giveaway is relatively costly, pack it in- 


side the package . . . . or devise a special package 
which guards against pilferage. 


40. If your giveaway is of very low cost, don’t try to 
fasten it so securely that the package is defaced by 
pilferage. . . . The cost of the stolen premium is far 
less than the cost of a damaged product. 


41. Try a factory pack or other form of giveaway in 
a competitive situation as a counter to price cuts... . 
It is usually cheaper than a deal and doesn’t raise 





hob with your dealers. 


42. Try a continuity premium offer such as a coupon 
plan or a multi-unit set (utensils, silverware, etc.) 
when brand-switching is a problem. 


43. Treat your initial offer in a continuity plan as 
though it were a one-shot promotion .. . . with spe- 
cific premiums featured that are easy to obtain and 
useful with or without the other items in the set. 


44. Consult experienced hands in the business when 
budgeting a continuity program. . . . Remember that 
you must set up reserves and be prepared to fill or- 
ders for some time after you have stopped promot- 


ing, and for a longer time than is the case with a 
self-liquidator. 


45. Don’t expect a continuity plan to start with a 
tremendous surge. . . . It is characteristic of these 
plans that they build through time with a fairly 
steady rate of growth. 


46. Give your continuity plan a periodic stimulant 
with special offers and promotions to offset the cus- 


tomers who have dropped out and to build a larger 
audience. 


47. Investigate the possibility of making your pre- 
mium coupons co-redeemable with those of other 
non-competitive advertisers. ... As the cost of mer- 
chandise increases, co-redemption makes it possible 
for consumers to save enough coupons for worth 
while premiums at a faster rate. 


48. Use a coupon plan when you want to aim at the 
largest possible market. . . . Use a continuity plan 
featuring one kind of merchandise, like silverware, 
when you want to tailor your premium approach to 
one segment of your market. 


49. Don’t go into a coupon plan without careful 
planning and budgeting. .. . It is relatively easy to 
start, but it can not be turned off quickly. 


$0. Look into the possibility of promoting your cou- 
pon saving via hospitals, churches, schools, PTAs, 
etc. .. . Members turn coupons over to the institu- 
tion, which then redeems them in order to carry out 
needed projects or for needed supplies and recrea- 
tional equipment. This bulk saving is a public rela- 
tions asset as well as a sales tool for your product. 


51. Unless you have the resources to build and 
maintain a premium catalog with a large variety of 
desirable merchandise, use a service company to run 
your coupon program for you. 


52. Include dealers and jobbers in your consumer 
coupon plan and give them an opportunity to redeem 
coupons for items not in the consumer catalog which 
they can use in their business. . .. One company has 
been successful in giving dealers coupons instead of 
cash for their advertising allowances; the cash just 
disappears as a bookkeeping entry, whereas the pre- 
miums earned by the coupons are tangible reminders 
of the advertiser and his product. 


53. Use constant reminder copy in your regular ad- 
vertising copy to promote your continuity plan... . 
It takes very little space but often makes a difference 
in the consumer’s decision to buy. Don’t forget that 
a share of the market always intends to start saving 


for the offer but never does. They just buy the prod- 
uct. 


54. Study your redemption pattern carefully. . . . It 
can tell you how to strengthen the offer and where 


your market lies, so that you can build its strength 
month by month and year by year. 


Traffic Builders And 
In-Store Promotions 


55. Don’t use your own product as a premium... . 
Whether you are an appliance manufacturer trying 
to increase the number of store demonstrations for 
your dealers or a supermarket operator trying to 
build store traffic and increase the average purchase, 
it just doesn’t pay. This situation is one of the few 
cases where premium use depreciates the value of 
the product and becomes an ill-concealed price cut. 
It also just doesn’t work, as test after test proves, 


nearly as well as using another kind of product en- 
tirely. 


56. Show the premium in prominent displays wher- 
ever it is feasible to do so. .. . Put it up where the 
consumer can touch and “smell” it. The only possible 
exception is in the case of an extremely well-known 
nationally advertised brand. 


57. If a contest is the vehicle, avoid “write-ins in 25 
words or less” except where state law requires it. ... 


It reduces the response and adds nothing to the 
value of the promotion. 


58. Work with the local dealer or distributor of your 
premium merchandise wherever possible . .. even 
though you made the deal directly with the home 
office or a manufacturer’s representative. He can 
throw in lots of extra promotion in exchange for a 
few plugs, and his long-range illwill regarding your 
“competition” (regardless of the fact that you can 


prove his business is being helped) is converted into 
lots of goodwill. 


59. Make certain that adequate service arrange- 
ments have been made if major appliances such as 


tv sets, washers, refrigerators, dryers, etc. are in- 
volved. 


60. Don't give away something you would be 
ashamed to sell. .. . The magical word “free” retains 
its magic only if the free offer is something the con- 
sumer might want to buy. A free paring knife that 


doesn’t cut anything but fingers defeats the objective 
of your promotion. 


61. Try to find a premium which can be built into 
your advertising themes to point out the advantage 
of your product or your store. .. . Don’t forget that 
the premium offers get higher readership for your 
advertising. Capitalize on this to get some selling 
points across. 


62. Select a premium which has a natural tie-in 
with your featured product (a mixer with a re- 
frigerator, a polishing cloth with shoe repairs, house- 
wares with supermarket purchases, etc.). 


63. Don’t make your “minimum purchase” require- 
ments too high. ... Analyze your traffic average and 
set your target at a reasonable goal above your pres- 
ent average. Build the average step-by-step with re- 
peated promotions. 


64. Keep your self-liquidating price in line with 
what the consumer has been led to expect by nation- 
al offers... . If your price is too low, the consumer 
begins to suspect the quality; if it is too high, you 
have lost your promotional impetus. 


65. Give your salesmen, clerks and store managers 
a thorough briefing on how to handle the premium 
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Do’s and Don’ts for 


Premium Buyers 


offer. ... Make your story simple and easily remem- 
bered. Don’t forget that, no matter what your ad- 
vertising says, uninformed store personnel can ruin 
the effectiveness of your premium. 


Dealer Premiums 


66. Remember that your dealers, jobbers and sales- 
men are consumers, too. . . . Don’t expect to get by 
with a fifth-rate promotion just because “they’re 
making money on the deal anyway, premium or no.” 
If you need the extra incentive a premium can sup- 
ply, you need a good premium offer. 


67. Aim your promotion at the whole family. .. . 
Experience has shown that most promotions aimed 
at men use more than 50% “woman’s angle” mer- 
chandise, when a choice is available. 


68. Give your dealers, jobbers and salesmen the op- 
portunity to earn any premiums you offer to con- 
sumers. ... If you can afford it, give them the pre- 
mium free at the start of the consumer offer. 


69. Make it possible for everyone in the distribution 
system to earn a premium if he tries. 


70. Budget for “grief” and guard against it... . Most 
humans have a touch of larceny buried somewhere 
in their systems. Don’t make it too easy for the de- 
mon to emerge. Even when a district sales manager 
catches a dealer, for example, claiming a premium 
for selling 50 cases when he was shipped only 20, 
your company loses the argument no matter how it 
turns out. Much better to plan so as to avoid it. 


71. Don’t use cash awards if you can help it. . . . It is 
true that handling a premium promotion. is more 
complex, but the values offered are higher and the 
incentives greater. Furthermore, it is difficult to en- 
list the whole family when cash awards only are 
offered. It is too easy for Papa to pocket the cash for 
an extra stake in his Friday night poker game. 


72. Use a continuity program when your major sales 
problem is to keep reorders flowing throughout the 
year in the face of competitive pressures. 


73. Use a one-shot sales contest or dealer loading 
program only when your analysis shows that the 
extra load will result in an over-the-counter sales 
increase. . . . If the loading is followed by a sharp 
drop in sales, you’re right back where you started. 


74. Don't use “off-season” promotions . . . unless 


you know that the field can absorb the extra inven- 
tory. 


75. Pre-sell your promotion to jobbers in advance if 
you must work through their salesmen. . . . Screen 
the jobbers to determine the acceptability of your 
promotion. 


76. Combine a continuity program with a series of 
carefully-timed “one-shot promotions.” .. . If you 
are using a catalog coupon plan, for example, try 
offering bonuses of extra coupons or “limited time 
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only” offers of higher redemption values for special 
groups of premiums. This builds interest in your 
year-round program while providing a “shot-in-the- 
arm” for a specific sales period. 


77. Don’t use a premium instead of an “advertising 
allowance” to buy display space at the retail level 
when such allowances are standard in the field. . . . 
Use it as an extra incentive for extra display. 


78. If you have chain store distribution, check head- 
quarters of your chain store customers before offer- 
ing a “ealer-loading premium offer which affects 
sales clerks and store managers. . . . Most chains will 
approve such promotions provided they are coordin- 
ated with the chain’s own promotion schedule and 
meet company policy requirements. But check first. 


79. Don’t expect a premium offer to help if the basic 
problem lies in your package, or your price, or in 
any of the other phases of your product policy... . 
It will provide an extra incentive, but not the only 
incentive. 


80. Don’t expect the dealer to do more for you than 
is warranted by your premium offer. ... The use of a 
premium should be mutually beneficial — the dealer 
gets a tangible item with cash value and you win 
special favors from him which will help to sell more 
of your merchandise. 


81. Don’t give the dealer something he sells .. . You 
lose much of the impact of a premium when you 
offer something prosaic, and for a dealer, anything 
he carries in inventory and has to worry about sell- 
ing, is prosaic. 

82. Don’t use a premium that may break in transit. 
. .. Make doubly sure that the packing is sufficiently 
sturdy to protect your premium all the way. Illusions 
and goodwill can be broken as rapidly as a premium. 


83. Don’t make a dealer wait for the premium... . 
The best method is to have your salesmen present 
the premium in person. The salesman is the real key 
to a successful dealer premium operation. 


84. Don’t restrict your premium offer to special 
dealers. .. . Make the terms clear and make it avail- 
able to everyone. Don’t set the conditions so high 
that they will discourage the bulk of your dealers. 


Summing Up 


85. Regardless of the kind of premium promotion 
you are planning, remember that a premium is not 
“something for nothing.” It is “something extra” in 
exchange for an extra purchase or an extra sale. 
Value your premium as highly as you value the 
action the recipient must perform to earn it. And 
make your deal as attractive as you would make any 
face-to-face deal in your everyday business affairs. 


86. At the end of a premium promotion, regardless 
of its type, sit down calmly and measure its results 
against the stated objectives. 44 





Sunkist 
Picked a Premium 


This long-time premium user turned 


to a consumer survey to find the 


answers it needed for its program. 


By Gail Anderson 

Asst. Advertising Manager 
Sunkist Growers 

Los Angeles 


Sunkist has been a_ long-time 
user of premiums. Our use goes 
back almost fifty years, when we 
started giving away silverware. 

World War I interrupted our pro- 
gram, but it was resumed again, 


These Besutite: 
Wrapper 


Veteran Premium . . . Ad from May 1, 
1915, issue of ‘’Literary Digest’’ shows 


early premium offer of tableware. 


although not until the thirties. An- 
other interruption was caused by 
World War II. Tableware was our 
offer right along. 


> Now to bring the tableware 
drama up to date. By 1957, we were 
actively searching for a good pre- 
mium offer. Why would Sunkist 
want a premium? For the good old 
reason—we wanted to increase sales, 
and we wanted to be sure we were 
using all the good sales tools avail- 
able. 

Everyone agreed that if we re- 
entered the premium field on a na- 
tional scale the premium itself must 
meet certain basic requirements. 
The number one prerequisite was 
that it be an item with definite 
value to the consumer. Second, we 
wanted a premium which would 
have a continuing appeal. Third, 
it had to be of top quality and com- 
patible with Sunkist’s over-all ad- 
vertising strategy. And fourth, it 
had to be worthy of the Sunkist 
name. 

In undertaking a project of this 
size you can rest assured we cov- 
ered all the bases in considering 
the type of premium to use. There 
were many good premiums, but 
none seemed as acceptable as ta- 
bleware. Our agency, Foote, Cone 
and Belding, really covered the 
premium trails, and all roads 
seemed to lead back to this one 
offer. Naturally, when you've had 


a winner it is difficult to turn away 
from proven success. 


> After we had decided on table- 
ware, another question presented 
itself. Should we use silver or 
stainless steel? Our advertising 
message to the young homemakers 
had a natural affinity to the more 
contemporary mode of living. So 
stainless finally won the decision. 
Other questions came up, too. 
What pattern should be used? A 
modern? A _ traditional? What 
name? We needed some answers, 
and research got them for us. 


>» A survey was conducted among 
housewives in Los Angeles, Chicago 
and New York. The main objectives 
of the survey were: 


1 .. to find consumer preference 
among various patterns of stainless 
steel tableware. 


2... to determine reactions to pro- 
posed names for one of the pat- 
terns. 


And the survey was also planned 
to give us additional information 
concerning the respondents’ past 
actions regarding premiums. 

Interviews were conducted in the 
homes, with professional controls 
and supervision. The procedure was 
to ask lead-in questions concern- 
ing the housewives’ past actions 
concerning the premiums. Then 
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she was shown photographs of three 
patterns of tableware and asked 
to state her preference. She was 
also asked to make a choice be- 
tween the two names proposed for 
the patterns. A final question was 
designated to measure the degree 
of the interest in mailing coupons 
and $1.50 for a place setting of five 
pieces. 


> Some of the highlights of the sur- 
vey were: 


1. 53% of the total respondents 
preferred one particular pattern, 
and rather naturally we adopted it. 


2. This pattern, which we named 
“petal,” was the choice of house- 
wives in all age, income and edu- 
cation groups. 


3. One of every two women pre- 
ferring the petal pattern was either 
“very interested” or “somewhat in- 
terested” in obtaining it via the 
premium offer. 


4. The primary reason for the 
preference of the petal pattern was 
that it struck a happy compromise 
between modern and traditional de- 
signs. 


5S. One-third of all respondents had 
ordered some type of premium in 
the past three years, and silverware 
had been the most popular type of 
premium. 


6. A coupon in the product or in- 
corporated in the label was indi- 
cated to be the most effective meth- 
od of advertising premiums. 


> Even with all this affirmative evi- 
dence in our hands, it still took a 
great deal of courage to take the 
first step and get the program under 
way. Why? Well, just try printing 
a coupon on an orange or lemon, 
or enclosing it in nature’s original 
package. This was the biggest hur- 
dle before a go-ahead decision 
could be given. Our story would 
have to be told through consumer 
advertising and point-of-sale. Our 
problem was complicated even fur- 
ther because we had no box-tops 
to tear off. We would have to ask 
the homemaker to cut off and save 
the trademarks from the skins of 
Sunkist citrus. Would she do it? 
We decided to find out. 


> So the proverbial die was cast 
and we were back in the business 
with our old friends, the Interna- 
tional Silver Co. Arrangements 
were made with International to 
handle all physical aspects of the 
offer: packing, mailing, checking 
proof of purchase, and all money 
involved. 
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save 50% 
on this exclusive, 
quatity-weight 
stainless 


from Sunkist 


Pen ee 


<a omy woe) 


5-PIECE STARTER SET JUST $1.50 


plus 12 tredemerks trom Sumbist Oranges or Lemons 


ID inneicnntiinuatinarinanes 


Current Promotion . . . Today’s ad in- 
troduces premium offer 
publications. 


in consumer 


The offer was simple and direct. 
A handsome five-piece place set- 
ting of Sunkist petal design table- 
ware for $1.50 plus 12 trademarks 
from Sunkist oranges, lemons or 
grapefruit. It was a value offer, 
and self-liquidating. And we were 
prepared to promote it. 


> To launch our program and build 
enthusiasm with the trade we 
planned a retail display contest. 
Trade display contests were not 
new with us—we had successfully 
conducted many trade _ incentive 
programs before. But this was the 
first time we used the device to 
promote a consumer premium offer. 
Fifty thousand contest display kits 
were produced and all 50,000 were 
in trade distribution by the time 
the first consumer ads appeared. 
Results of the contest, I might say, 
were very gratifying. 

The petal contest marked the 
start of the Sunkist premium offer. 
Well before this time, of course, 
our own people had been fully in- 
formed about the new offer through 
meetings and follow-up bulletins, 
and enthusiasm was high. The Sun- 
kist team was ready to move and 
we wanted every Sunkist whole- 
saler and retailers, chain and in- 
dependent, on the petal design band 
wagon. 


> Our sales and merchandising per- 
sonnel were asked to merchandise 
the tableware campaign on every 
call. Business papers and direct 
mail were used to complete the 
display contest announcements to 
the trade. 

Consumers heard about the offer 
through ads in Family Weekly, 
Parade and This Week. It was pro- 
moted on the “Queen for a Day” 
television show. The offer was also 
included in Sunkist grapefruit 
newspaper ads. 


> As still another way of capitaliz- 
ing on the premium offer we had 
International include a “bounce 
back” with every premium mailed 
out. This “bounce back” leaflet gave 
the homemaker details on how she 
could obtain other pieces in addi- 
tion to the original offer. I must 
say this device is a very effective 
means of maintaining continuing 
purchases of Sunkist fruit. 

Another point which I believe 
will interest you is a development 
which followed the retail display 
contest. Some of our jobbers and 
distributors thought so highly of 
the premium offer that they wanted 
to offer the five-piece place setting 
for $1.50 and a five-pound bag of 
Sunkist citrus right at the point-of- 
sale. This is what you might call 
a self-liquidating liquidator. 


> The first such aggressive jobber 
to work on this idea was in Idaho 
Falls, Idaho. He set up a trial pro- 
motion in a food store there, dis- 
playing and offering the tableware 
right at the point-of-sale. In five 
weeks, 400 units were sold and the 
store more than doubled its aver- 
age Sunkist orange sales. And this 
consumer response was gained even 
though a competitive local super- 
market was offering a cheaper five- 
piece setting for $1. 

Several other jobber-distributors 
got hold of this idea and are now 
merchandising it. Naturally, as far 
as we are concerned the more the 
merrier, as long as we have con- 
trol over the proof of purchase and 
are 100% positive of purchase. 

While I am not at liberty to re- 
lease the figures on this promotion, 
the response has been encouraging, 
and will be a part of our advertis- 
ing program for many years to 
come. 


>» There’s just one problem that we 
haven’t solved, and if any of you 
premium experts have the an- 
swer I certainly wish you’d let me 
know. We can’t figure out just what 
International Silver is doing with 
all those orange and lemon peels. 

44 
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Popular Premium Ideas... 


New York Show Reflects 
Quality Premium Trend 


Having 
move 


proved its capacity to 
merchandise in the recent 
tough selling months, the premium 
field settled into bustling optimism 
during the New York Show. 

Exhibitors were treated to the 
sight of more buyers in attendance 
than ever before at a show, and 
the buyers saw the trend toward 
national-brand premiums continu- 
ing. 

Obviously, the day of doubting the 
value of the premium in making 
extra sales is dying. What remains 
now is the ever-present gamble of 
choice. Big money seems to be 
pointed toward the quality premium 
responsible for complete consumer 
acceptance of the premium idea 
and the product to which it is tied. 

The old days are far from being 
forgotten, however. The same sell- 
ing theme of “tempt the kids, and 
you'll sell the mother” so success- 
fully used for cereal premiums 
looks like a winner for some of the 
quality line premiums. 


> The New York Show reflected 
this thinking with a strong empha- 
sis on sports equipment from na- 
tional-brand, quality houses. 

Variety is strong in this sports 
trend with premiums representing 
table tennis, hockey, family lawn 
games, skin-diving, fishing, football, 
etc. The following listings all offer 
literature showing sports items cur- 
rently available. 


© Pennsylvania Athletic Products 
Footballs, basketballs, back- 
boards and goal nets plus equip- 
ment for the golfer and bowler are 
described in looseleaf catalog sheets 
from The General Tire & Rubber 
Co. In addition, a full-color folder 
describes this company’s complete 
line of swim equipment. Items in 
the line include water skis, skin- 
diving masks and flippers plus a 

variety of spring guns. 
. for more details circle 1210, page 139 


® Rawlings Sporting Goods 
Complete equipment for boxing, 
football, track, plus uniforms, sports 
jackets, emblems, insignia and let- 
ters are described in this fall and 
winter catalog. Also included are 
table and aerial tennis equipment 
and score books. 

. for more details circle 1211, page 139 
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© Swim King Line ...A variety of 
masks, fins, goggles, nose clips, ear 
plugs are described in full-color, 
looseleaf sheets from Globe Rubber 
Products Corp. Also available are 
leaflets on a line of skate guards, 
hockey pucks, and colorfully pack- 
aged quoit and horseshoe game sets. 

- for more details circle 1212, page 139 


@ Wilson Sports Equipment . 
Everything for the young athlete 
in a comprehensive catalog that 
covers football, wrestling, basket- 
ball, badminton, boxing, and table 
tennis. Both gym and team equip- 
ment is included in the catalog plus 
a wide variety of miscellaneous 
items ranging from antiseptic to 
trainer’s supplies. 

. for more details circle 1213, page 139 


@ Shakespeare Fishing Equipment 
...A catalog covering a variety of 
reels, casting rods, and lines for 
both fresh and salt-water fishing. 
Descriptions on a variety of pack- 
aged fishing outfits plus details on 
spools, spin lines, floats and other 
miscellaneous equipment are also 
covered in the catalog. 

- « « for more details circle 1214, page 139 


> In addition to the sports lines, so 
well represented at the New York 
Show, the exhibits offered premiums 
to please a wide variety of taste and 
age range. Among those with litera- 
ture available were the following: 


® General Electric Clocks ...A 
“first-time” exhibit, the Clock and 
Timer Dept., General Electric, fea- 
tured four of its popular “Tele- 
chrons”; two alarms and two kitch- 


we Kf 


That Allison—always right there 
with premium ideas! 


en models. In addition, the com- 
pany introduced a variety of adver- 
tising clocks especially suitable for 
dealer promotions. Star of this 
category was a low-priced model 
with sweep second-hand that can 
be priced as low as $3.50. 

- for more details circle 1215, page 139 


@ Revere Ware . . . This famous- 
brand cookware has entered the 
premium field with buffet cook ’n 
pieces plus its regular lines of cop- 
per-clad, stainless steel cookware. 
Special premium emphasis is seen 
in the “Miniature Revere Ware” at- 
tractively boxed for youngsters. 

+ for more details circle 1216, page 139 


e MPI Fibreboard Toys ... A new 
catalog from Merchandising Premi- 
ums Ince. illustrates its new “Jet 
Rocket Space Ship” with a “nu- 
cleonic” panel board, “meteor de- 
tector,’ etc. Other items in this 
line include kitchen stoves, sinks, 
cupboards, plus play stores, puppet 
theatres, and a tv “Color” Camera. 

- for more details circle 1217, page 139 


© Transistorized “Tri-Phi” ...A 
new miniature radio-phonograph, 
that plays more than 200 hours on 
4 flashlight batteries, has been in- 
troduced by Tri-Phi Inc. The unit 
weighs only six pounds and is 
housed in an airplane-type luggage 
case covered in vinyl. It handles 
all rpm records up to 12” in size. 
Also available from this company 
is a 3-speed phono model without 
radio and a_ single-speed 45rpm 
model. All are transistorized. 

- « for more details circle 1218, page 139 


@ Harper’s Rocket Radios ...A 
miniature rocket design in a radio 
which runs on germanium crystals 
eliminating the need of batteries or 
electricity. Private listening ear- 
phone and an aerial that tunes sta- 
tions in clearly are plus features of 
the unit. Unit is made of colorful 
plastic, and is turned on by attach- 
ing the clip to any grounded metal 
object such as lamp, phone, radia- 
tor, etc. Other items in the illus- 
trated catalog include a variety of 
portable, transistor radios, binocu- 
lars, microscopes, camping knives, 
and perpetual calendars. 

- for more details circle 1219, page 139 


® South Bend Toys... A full-color 
catalog of a complete toy line fea- 
tures the company’s new woven- 
fiber buggies with stenciled decora- 
tions. Other items in the line avail- 
able for premium use include toy 
chests, “little lady” dressing tables, 
blackboards, and a variety of cro- 
quet sets. 

- + for mora details circle 1220, page 139 








© RCA Victor ... A premium pro- 
gram for its lp albums is being fea- 
tured by RCA. Entitled “Personal 
Music Service,” the program opens 
up the entire RCA Victor catalog to 
the manufacturer who wants to use 
records as premiums. 

+ + for more details circle 1221, page 139 


Handy Traveler’s Booklet 
Contains Station Listings 


A premium booklet with an un- 
usal idea behind it is the “Jones 
North American AM-FM Radio-TV 
Station Listings” from Vane Jones 
Ce. 

In a size to fit the glove compart- 
ment in autos, trucks, boats, air- 
craft, etc., this quarterly publica- 
tion helps tourists and sportsmen 
locate and identify radio and tv sta- 
tions while in unfamiliar territory. 

The comprehensive listings cover 
not only the United States, but 
Canada, Cuba, and Mexico as well. 

The booklet is published with a 
blank back page for advertising im- 
print. Additional details are avail- 
able from Vane Jones Co., 3749 N. 
Keystone Av., Indianapolis 18. 44 


Coupon Plan Adopted 
By Yellow Cab Company 


A new first in the premium field 
is the adoption of a coupon plan by 
the Yellow Cab Co. in Philadelphia. 

Launched in conjunction with the 
Dumas Milner Corp., Jackson, Miss., 
the coupon plan enables redemption 
of special coupons on the labels of 
all Milner products in the greater 
Philadelphia area for partial pay- 
ment of fares in Yellow cabs of 
Philadelphia and Camden, N.J. 

Each coupon is worth 10c and can 
be found on the labels of Pine-Sol, 
Perma-Starch, Pine-Sol Room De- 
odorant, Mysticlene, Mystic Foam 
and White Wave. a4 


Thirty-Three Ways to Sales 
Suggested in Idea Book 


A new pocket-size booklet, out- 
lining 33 premium ideas, has been 
released by Eureka Specialty Print- 
ing Co. 

All in the printed promotion field, 
the premium ideas discussed range 
from low-cost giveaways to self- 
liquidators, package’ enclosures, 
and sales-incentive programs. Also 
included are such special classes 
of premium use as direct-selling, in- 
stallment sales, fund-raising, etc. 

- for more details circle 1222, page 139 


A Call For Chow 
Novel rawhide 
“invites,’’ to opening 
of new Brass Bull 
steak room, proved 
popular attendance 
persuaders. 


Branded Invitations 
Draw Attention 


To call attention to the “Brass 
Bull,” a new dining room in Chi- 
cago’s Sheraton Hotel, publicist 
Marge Abrams sent out 75 invita- 
tions to the opening, and got 71 ac- 
ceptances! 

Part of the response could be at- 
tributed to the clever invitations. 
Taking advantage of scraps of the 
cowhide used for room decoration, 


All you need to know 
about balloons... in the 


PIONEER 
Advertising Balloon 


Fact Pack 


Ideas, sample balloons, 
price list, imprint work 
sheet, get it for your 
files now. 











Miss Abrams cut by hand the 75 
heads required. With a felt-tipped 
pen with brown ink, she lettered 
the invitation. The spreading ink 
gave the effect of branding. 

A brass loose-leaf notebook ring 
in the nose held a tag for the name 
and address of the recipient. The 
piece of leather was rolled up and 
tied with a length of brown gump, 
and the invitation was hand-de- 
livered. Most of the recipients kept 
them as mementos. 44 





SANITARY ... EASY TO ENCLOSE OR HAND OUT 
The PIONEER Rubber Company 
Advertising Balloon Division \ 
410 Tiffin Road, Willard, Ohio 


Please send me your free ‘Advertising Balloon 
Fact Pack.’ | want to throw it on my desk and 
walk around it. 


FIRM 





ADDRESS 





CITY ZONE —— STATE 
Or phone Betty Wolfe at Willard 3-2211 to order. 
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Contest Booklets . 


designed to match the theme. Since every contest has plateaus, 


2 
“Piers 


The booklet for each contest is specially or intermediate goals, these are named to fit in with the 
theme. Prize descriptions carry through in the same way. 


How to Spell Success in Your Contest 


Tupperware: passes on 
what it has learned about 
using contests to build 


sales through independent 
salesmen. 


By Gary J. McDonald 

Vice Pres. for Sales Promotion 
Tupperware Home Parties Inc. 
Orlando, Fla. 


The success of any sales contest 
might be found in the correct spell- 
ing of the word “contests.” Here is 
the way we spell it at Tupperware: 


Continuity 
Organization 
Newnes: 
Timeliness 
Exciting 
Simple 
Tie-in 
Sales 

Contests are fundamental to the 
success of our organization. As you 
probably know, Tupperware plastic 
housewares are sold through the 
home party plan by thousands of 
independent dealers all over the 
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United States, as well as in Alaska, 
Hawaii, Guam and Puerto Rico. 
With such a widely scattered opera- 
tion, contests are important not only 
to stimulate sales but also to unify 
our work. 


1. CONTINUITY is important to a 
contest because we realize that you 
can't just decide, “Let’s have a con- 
test!” A contest must accomplish a 
specific purpose. One of those might 
be to stimulate an already good 
period. In other words, we find it 
makes good sense to run a contest 
when sales are up. 

Another point is to have a contest 
to “turn a slump into a jump.” It’s 
just as important to have a contest 
when business is bad. A third reason 
to have a contest is to prove to your 
salespeople that they can achieve 
goals beyond their expectations with 
just a little extra effort. 


> Let’s take a closer look at these 
points. Taking advantage of an al- 
ready good sales period gives a cer- 
tain impetus to a contest, and this 
can be put to advantage by deciding 
where the emphasis of the contest 


will be placed. Is it to recruit more 
salespeople, or to make more calls 
within a week, or to achieve higher 
sales per call? 

Another point to realize is that 
contests conducted during a healthy 
economic period can be operated 
successfully and economically by 
giving token awards and recognition 
to salespeople rather than spending 
a great deal of money. Here, the 
best motivation is the amount of 
money salespeople will earn for 
themselves while doing a good job 
of selling. 

Once again, planning is very im- 
portant. Wise preparation for a con- 
test includes organizing people's 
time for them. This is not just offer- 
ing prizes for a certain performance, 
but organizing the steps they are 
going to take by outlining the sales 
performance and them 
“how” in a step-by-step procedure. 

Actually, the big problem is the 
job of management. You must give 
the people involved a railroad track 
to follow so that everything they do 
is outlined for them. We do it like 
this: In a long contest period, our 
objective may be for dealers to hold 


showing 





; FMF. . a 
Kodak’s Brownie Bullet Camera packs em in!” 


—says Steve O’Connor, 


a . ¥ — j 
Advertising and - a i: 
Promotion Manager, one " : 
Oak Park Federal Savings —— fj . 


WHEN YOU'RE 

OUT TO BUILD 
TRAFFIC, PICK THE 
PREMIUM THAT’S 
PROVED IT BRINGS 
CUSTOMERS IN 

BY THE THOUSANDS— 
A KODAK PREMIUM! 


* Sanon a 
E 


prowmie SULT 


One of the most promotion-minded savings and loan 
associations in the country, Oak Park Federal Savings, 
Oak Park, IIl., really hit the jackpot with a Kodak camera 
—gained over 18,000 new savings accounts and deposits 
with a Brownie Bullet premium. 

Dramatic proof indeed that folks go for a Kodak 
premium. It’s not hard to see why: Everybody likes to 
take pictures—it’s America’s fastest growing hobby . . . 
and Kodak is America’s best known name in photography. 

Add to this the fact that Kodak’s full line of cameras 
and outfits are promoted to the hilt by “thard-sell”’ print 
and TV advertising—including those ace TV merchan- 
disers—Ed Sullivan, and Ozzie and Harriet Nelson. 

You'll find a premium to fill your special needs in 
Kodak’s wide range of products from $3.95 to $850—to 
boost consumer sales . . . as sales force incentives .. . 


as 


employee gift awards. Mail coupon today. 


Kodak premiums from $3.95 to $850 
are ‘‘most-wanted’’ by your customers! 


Prices are list and are subject to change without notice 


’D . 
and Brownie are trademarks 


EASTMAN KODAK COMPANY, 
Rochester 4, N. Y. 


If it’s made by Kodak, 
MAIL COUPON TODAY ° 
EASTMAN KODAK COMPANY, Premium Sales Department, Rochester 4, N.Y. 
Please send me more details on promotion opportunities with Kodak premiums 


Name____ 


ee eee Company 


Position = a in TCC... = 


TRADEMARK 
Bh a ee ante alae . : 
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TINY in price... 


charms 


TCM ela tr 
prizes 
letter gadgets 


these rer, 9od 
perfectly promiom 


Sere Time —_— 
MINIATURES 


7 eke 
ita 


Sa 


J 
Authentic metal, exact im every a 
detail; fascinating to use. . these YY" 


miniatures are ‘‘cast-assembled’’ in 
one operation by GRC's exclusive 
patented "INTERCAST"’’ process. Natural bright 
finish or brass plated. GRC also die casts and molds 
special small parts to order; ask for 

special bulletins. 


Write, wire, phone TODAY, 
for samples and prices of 
GRC metal miniatures. 


GRIES REPRODUCER CORP. 

World's Foremost Producer of Small Die Castings 
3 Second Street, New Rochelle, N. Y. 
NEw Rochelle 3-8600 


All NEW 
for 1959! 


BACON’S 
PUBLICITY 
CHECKER 


The only complete guide to the nation’s 
business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list. Ends wasted 
money in photos, addressing and postage. 
The Checker is coded to show what 
material is used by over 3450 publications. 
Listings complete with editor's names, 
addresses, circulation, publishing com- 
pany and issuance date. Complete 336 
page manual— just $18.00. Send today. 
- — —-—ON APPROVAL — — — 


Send me on approval copies of | 
| Bacon’s Publicity Checker 1959 at $18.00 ea. | 


| BILL: {} ME OO) MY COMPANY j 

j a | 

a | 
0 | 

y City \ 
BACON'S CLIPPING BUREAU 

14 E. Jackson Bivd., Chicago 4, IIlin 
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twelve parties in a week. There the 
emphasis is primarily on the num- 
ber of parties given, and not on the 
over-all sales volume. 


> Later on, we may set aside one 
day in which we urge everyone to 
give ten parties. A third idea is to 
have one week in which the goal is 
$1,000 in sales. Actually, all of these 
individual steps are just parts of the 
over-all sales contest. Each part can 
contribute a lot to its success, so 
long as it is managed well. 

All of these days and weeks add 
up to the over-all contest period, 
but you can see how they are 
broken down into a smaller goal 
proposition. To give other examples, 
we've set aside a certain day or 
week for talking to people by the 
name of Smith, for dating parties 
with Smiths, for recruiting dealers 
by the name of Smith. In other 
words, we look for something to 
give our sales operations a different 
quality, something which helps us 
pinpoint a specific action. 

Sometimes we’ve used the “bak- 
er’s dozen” idea, tying in the name 
“Baker” and the number 13 to make 
for 13 parties in a day or 13 sales at 
a party or 13 parties in a week or 13 
recruits in a month. This is tied in 
with talking to people by the name 
of Baker who can be contacted 
through the telephone book or the 
city directory. In all of these promo- 
tions, the important thing is to set 
up a step-by-step outline which 
your salespeople can follow. 


> The second kind of contest which 
we mentioned was one aimed at 
turning a slump into a jump. Ac- 
tually, we feel that with proper sales 
promotion there is very little need 
for us ever to have a slump, as such. 
Very often a slump is just a matter 
of the thinking of the people in- 
volved. Because there is a time of 
year in which traditionally there is 
very little business, many salespeo- 
ple think they can’t sell at that time. 
We know this is not so. Because it is 
not so important what the facts ap- 
pear to be as what our people think 
them to be. 


2. ORGANIZATION, the second 
word in our spelling of contests, is 
fundamental to any contest or sales 
promotion. Here, it is extremely im- 
portant that the right people — your 
sales managers and distributors — 
be given complete foreknowledge of 
a new promotion. Their knowing 
about it before the other salespeople 
adds to their prestige and their 
authority; in short, it’s just plain 
good business. 

Another key factor is having good 
literature. It should tell fully about 


the contest and emphasize pictorial- 
ly what prizes and awards will be 
given out. Salesmen will work much 
harder when they have a picture in 
mind of the gift or award they’re 
striving for. Showing samples of the 
gifts to the sales staff is even better, 
and best of all is to have the sales- 
person write on a card what item 
he’s working for. The physical act of 
writing down a desired prize helps 
to impress a sales goal much more 
firmly on his mind. 

Recognition is of great value in 
getting the contest off to a good 
start. A number of gifts should be 
presented early in the campaign, 
and pictures of the prize winners 
should be printed immediately in 
your house organ. Recognition in 
the form of wires or letters of con- 
gratulation have had great impact 
on our salespeople. 


3. NEWNESS has a magic all its 
own. “Dressing up” a contest with 
unusual prizes or new angles stirs 
the imagination and does away with 
the feeling that “Jane will win it — 
she always does.” Remember one 
point: a contest doesn’t have to be 
new; it just has to seem new. 


4. TIMELINESS. No matter how 
long a contest is to run, whether one 
week or a year, the announcements 
for it should be timed closely with 
other events. For instance, the 
“teaser” opening the contest should 
arrive just in time to generate a lot 
of enthusiasm. The initial awards 
should be timed with the publication 
of the house organ, and the presen- 
tation of these awards should be 
fitted into the itinerary of our field 
men. National awards and grand 
prizes should be timed to fit into 
big assemblies or sales meetings. 


5. EXCITING starts off a big letter 
in our sales alphabet. The use of 
telegrams or long-distance phone 
calls to announce awards is ex- 
tremely effective. Another is using 
the excitement of awarding a grand 
prize to kick off a new sales contest. 


AifyePeo 
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Mr. Rudin and Spiegel, Inc. are typical of 
the advertising professionals and impor- 
tant buyers of advertising supplies and 
services you reach in the pages of Adver- 
tising Requirements. 


Spiegel, Inc. is the third largest of the 
mail order “giants”. Founded in 1865, its 
sales in 1957 topped $128,000,000. 


Mr. Rudin’s sales and merchandising 
career began some 30 years ago with the 


LOUIS E. RUDIN 
Vice President and 


General Sales Manager 
SPIEGEL, INC. 


McCurdy & Co. department store in 
Rochester, N. Y. He has been with 
Spiegels since 1944. 


As general sales manager, Mr. Rudin di- 
rects Spiegel’s advertising, solicitation of 
new customers, production of Spiegel mail 
order catalogs, circulation policies, mar- 
ket research, and maintenance of a test 
index which provides an accurate cross- 


section of Spiegel customers throughout 
the nation. 


Workbook of Advertising & Gales Prowotion 


Publuhed By The Publihers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 


480 LEXINGTON AVE., NEW YORK 17 


Advertising Requirements 


200 E. ILLINOIS ST., CHICAGO 11 - 
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Write for FREE 
Brochure A. 
For trophy medal, 
cup ideas ask for 
Brochure B. 


INTERNATIONAL BRONZE TABLET 


eee 


Pick Q Bonus 
Combination... 


Here’s a pack- 
age deal that’s 
fit to be tied 


and wrapped 


for economy! 
Combine your insertions in 
any two — or three — of 


these publications, 


© Advertising Requirements 
© Industrial Marketing 
© Advertising Age 


issued by 
Advertising Publications, Inc. 


By combining your total 


number of insertions you 


earn the best frequency 

discount for each, and the 
minimum rate-holder 
regulations apply for 


maximum economy. 


: a ng 


Requirements: 


200 E. Illinois St., Chicago 11, Illinois 


next 


Kleenex 


month 
in Promotes Its 


ar Premiums 
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When a salesperson sees a friend or 
neighbor actually winning a freezer 
or a mink coat, the new contest im- 
mediately gives him an opportunity 
to win one, too. 

Directing awards so that the 
whole family gets into the act helps 
to build enthusiasm — and family 
cooperation with the salesperson, 
too. But for real excitement, set up 
a grand finale for your contest, and 
the air of mystery about the winners 
and the prizes will help make it a 
big success. 


6. SIMPLE is the word assigned to 
the first S in contests. A contest 
should be simple. I believe it is true 
of all salespeople that they concen- 
trate best on one thing at a time. 
That’s why it’s good to set up a con- 
test with several phases to it, so that 
a sales person can receive credit for 
the number of calls he has made, or 
his total sales, or the number of 
recruits he brings in. Too many 
phases going on at once leaves your 
salesman confused. 

The rules of your contest should 
be extremely clear. There is nothing 
worse than a winner who didn’t win 
what he wanted, except a loser who 
thought he was a winner because he 
didn’t understand the rules. 


7. TIE-IN is a two-level term. First, 
your contest should tie in to your 
other standard promotions. In our 
case, we try to work in several, such 
as the Gold Key Hostess program, 
which is aimed at Tupperware host- 
esses, and our Vanguard program, 
which is for managers. Our second 
major tie-in is to set up every con- 
test so that everyone in our sales 
echelon is involved. Even though a 
given contest may be designed for 
our distributors, we arrange it so 
that hostesses, dealers and manag- 
ers all have as much interest in it. 

This aspect of tying in is impor- 
tant because salespeople, like all 
human beings, fall into two major 
categories: those who act, and those 
who react. If everyone is properly 
tied in to a contest, then the quali- 
ties of both groups can be used to 
best advantage. One group will get 
out and really work for a certain 
prize. The other group may be stim- 
ulated by this, or their families may 
motivate them by talking about the 
prize that they are working for. 
Quite often, a simple phone call by 
a manager may point out the real 
potential in the contest. 


8. SALES, the end result, stands 
for the final S. You must first have a 
clear idea what you have set out to 
achieve and then be able to see if 
you've accomplished it. This should 
be a detailed analysis, showing who 
sold what percentage, how they did 


it, and how much the contest itself 
cost to be promoted. You should de- 
termine what element in the contest 
was worth the most to the over-all 
sales program. In analyzing ex- 
penses, we’ve found that many pro- 
grams can be self-liquidating and 
have just as much strength in a pro- 
motional way as a more expensive 
program. So in the final analysis, 
you must know whether or not your 
contest was really effective. 


> We feel that there are never too 
many contests, no matter what the 
difficulties may be. We believe it’s 
up to us to make them new and 
workable. We know that nothing 
will work unless we do. In short, we 
love contests! We are a contest com- 
pany! 44 


Little, But Good... 


Low-cost Specialties 
Show Variety Appeal 


Economical and high in appeal, 
the lowcost specialty can be chosen 
for a variety of purposes. 


e Inner spinner balloon ... A clear 
11” balloon has a disc with a scal- 
loped edge that can be whirred 
around inside the inflated balloon 
to create an attention-getting sound. 
Your imprint can go on one or both 
sides of the spinner. Cost starts at 
about 112c each and drops to about 


2/3rds of a cent. 


Oak Rubber Co. 
Ravenna, Ohio 


e Installment calendar ... Designed 
especially for auto dealers, appliance 
dealers, and others who expect reg- 
ular monthly payments from their 
customers, this desk calendar shows 
two months in the window opening. 
When the date for the remittance 
arrives, the sheet is removed, and 
it turns out to be an addressed en- 
velope in which the check or money 
order can be sent in. The sheet now 
on top shows two months, so the 
calendar is still current. The deal- 
er’s name can be imprinted on the 
calendar, but the envelope may 
carry the bank or finance company’s 
address. With a two year supply of 
envelopes, cost is 32c to 25c each. 
Bennion Bros. Products 


128 E. Lexington St. 
Independence, Mo. 


e Ladies’ purse kit .. . A conven- 
ient vinyl pouch contains a comb, 
a file and a rain bonnet, while the 
outside is a plastic sponge that will 
pick up lint. In assorted colors, this 
item sells for 14c each 100-lots; 
124c each in 1,000-lot orders. 


Winston Mfg. Co. 
700 Broadway 
New York 3 





Typical Issues . 


. . Issued every other month, the editorial ap- 
proach does not alter. Each issue contains a feature article 


Eleventh in AR’s series on external publications 


Number 69 


Hi the addiersner i at town Bondy setore te 
CASHOLT MACHINE COMPANY Meth Rate 
Mad ). Wikewe U, & POSTAGE 


PAID 


MADISON, Wis. 
PERMIT NO. 26 


What's In Were 
the advertising in the middle of on article about Battleships 
Number 71—february of 1958 


on a subject of broad interest, a friendly, double-spread ad, 
and some chuckle-producing witticisms worth quoting. 


How to Add Personality 
to a House Organ 


Institutional publications don’t 


have to be grim and forbidding. 
They can be friendly, with a 
personality of their own, and 
still be effective salesmen, as 
Gisholt has proved. 


By Bette Macon 
AR Associate Editor 


An external house organ program 
with a double-barreled hard-and- 
soft-sell approach has been effec- 
tive in both the sales and public 
relations areas for Gisholt Machine 
Company, Madison, Wis. 


> Gisholt sells “hard” with its Pro- 
duction Pointers, a direct mail 
piece sent out on alternate months 
starting with January. A_ well- 


known, 4-page insert that has ap- 
peared in leading metal working 
publications for a number of years, 
this 11x814” folder is produced from 
an over-run made at each insert 
printing. 

It is sent out to build the prestige 
of Gisholt by providing detailed in- 
formation on actual jobs. Identifica- 
tion of the customers by name, 
wherever possible, is standard op- 
erating procedure and the detailed 
explanations of the handling of the 
various jobs makes the piece a val- 
uable idea exchange. 

In addition, by showing the dif- 
ferent types of jobs that can be han- 
dled on Gisholt equipment, the 
folder does a good job of pointing 
out the tooling and engineering 
services offered by Gisholt to help 
the customer cut costs. 

In a “memo from Gisholt” which 


is attached to each Production 


Pointer, the company invites the 
readers to study the various jobs in 
that particular issue. This house or- 
gan was started in 1954, and accord- 
ing to Gisholt, “has been very suc- 
cessful in that we have had many 
direct inquiries for information and 
quotations on similar jobs shown 
in the Pointers.” 


>» Soft-sell at Gisholt is handled by 
“Gus,” a friendly, offbeat house or- 
gan that visits the metal working 
industry on alternate months of the 
year starting in February. Not a 
hard-sell promoter, “Gus” relies on 
persuasive humor, a sprinkling of 
soft-sell, and an interesting chat on 
almost anything but the Gisholt 
machines. 

The results of this offbeat ap- 
proach is seen not only in sales, but 
also in a surprising amount of fan 
mail. According to Gisholt, “Gus 
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Ist CLASS POSTAGE for 
3rd CLASS RECEPTION 


‘ 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


wees 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL. 


PF SBVeesesesBVeBBeseseseesesese ess Bs 


MEMO 


TO 
ADVERTISING 
MANAGERS 


Do you have a list of custom- 
ers, prospects or inquiries for 
your product? 


We'll pay your firm immediate 
cash for your list. The publishing 
industry needs good direct mail 
names. 


If you have 10,000 or more 
names available, we are inter- 
ested. 


Many nationally known busi- 
ness firms have found it profit- 
able to sell us their names. Why 
not you? 


Just drop a note on your letter- 
head telling us how many names 
you have on hand; how recently 
they were acquired; and any 
other pertinent information, and 
we'll contact you right away. 


ACTIVE 


MAIL ORDER LIST CO., INC. 
Att: Miss B. DeRosa 
241 LAFAYETTE STREET 
NEW YORK 12, N. Y. 
Phone Walker 5-2450 


. 
VPESSSSSSSSSSSSSSSSSSSSSSSSSSSSSSsSsSsSSsVsSsSsVsssssessssssgssssss 
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has received thousands of fan let- 
ters, from business men, vice presi- 
dents, presidents and engineers as 
well as machine operators.” 


> Credit for this personality piece is 
given to the now-deceased Emil 
Wagner of the company’s advertis- 
ing department. Feeling that “peo- 
ple didn’t like to feel that someone 
was trying to sell them,” Mr. Wag- 
ner persuaded the Gisholt manage- 
ment in 1945 to try a different ap- 
proach in a house magazine. 

The result of Mr. Wagner’s idea 
was a pleasant, “potpourri-format” 
designed to make the readers con- 
scious of Gisholt, its products, and 
the likability of both. Measuring 
approximately 1344x104”, Gus folds 
in half as a self-mailer. Main fea- 
ture of each 8-page issue is an ar- 
ticle on a sometimes timely, but al- 
ways offbeat subject. 

Among the subjects covered in 
fairly recent issues, a reader can 


find: 
How to dig an oil well 
Cock fighting 
Irishmen in New England 1,000 
years ago 
Egypt—from nationalism to Nas- 
ser 


> The center spread of “Gus” is al- 
ways devoted to a catalog-type of 
product advertising. However, the 
copy accompanying the photo- 
graphic product illustrations keeps 
the “Gus” touch by using a folksy, 
almost unprofessional tone in the 
technical descriptions. Copy reads 
almost as though Gus, himself, were 
telling the prospect what the ma- 
chine can do for his shop. 

Probably the most popular sec- 
tion in “Gus” is the collection of 
homespun philosophies entitled: 
“Now My Idea Is Typical 
“Gusisms” in this section include 
chuckle-collectors like the follow- 
ing: 


@ When I get swell headed over 
some small success, I try to remem- 
ber I was 12 before I could tie my 
shoes. 

e There's now a_ pocket device 
which buzzes when someone wants 
you. There should be another which 
rings a bell when someone’s hoping 
you won't show up. 


eI used to dream about being 
wealthy when I reached middle age, 
now when I find a fiver in my 
pocket I figure I’ve made the grade. 


e The final step in this Ivy League 
fashion craze will be taken when 
someone gives these designers a belt 


in the back. 


PRODUCTION POINTERS 


~~” GISHOLT 


FISHER GOVERNOR COMPANY TRIMS F.T.F. TIME 
- 
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Alternate Publication . . . Using an over- 
run of a four-page insert for metal-work- 
ing publications, a simple flap turned it 
into a house organ. It is issued in al- 
ternate months to ‘Gus of Gisholt.’’ 


> After the unfortunate death of 
Emil Wagner in December, 1956, 
Gisholt turned the responsibility of 
“Gus” over to the William Schum- 
way agency, with the exception of 
the advertising section. 

So firmly had Mr. Wagner estab- 
lished Gus’s character and person- 
ality, however, that the agency has 
been able to continue the person- 
ality image. Few of the fans realize 
that Gus’s production has changed 
hands. Readership is still high; 
pass-along is still gratifying and the 
continuing flow of complimentary 
letters point to a perennial pop- 
ularity vote for “Gus of Gisholt” 
in the years to come. 


* Both Gus of Gisholt and Produc- 
tion Pointers are printed offset and 
mailed to a list of 18,500. This list 
is obtained from inquiries and sub- 
mitted by Gisholt representatives in 
the field. Each salesman or agent 
has a copy of the mailing list cover- 
ing his own territory, and as he 
makes his calls, he is required to 
keep it up to date. 

This continual culling helps as- 
sure Gisholt of an effective and up- 
to-date mailing list at all times. 
Proof of this method's efficiency is 
the infinitesimal 10 or 12 “unde- 
liverables” each month from a mass 
mailing of over 18,000. 


> Final plus values from this in- 
tegrated house organ program is 
achieved by mailing in advance 
copies of both Gus of Gisholt and 
Production Pointers. This enables 
the sales reps to prepare for possi- 
ble customers’ questions on the 
various job applications. 44 





PENN / BRITE 


OFFSET 


the value sheet 


en 





























Designer: Georg Olden, 
Director of Graphic Arts for CBS-TV, was recently selected by the 
Japanese art magazine, Idea, as one of the fifteen leading graphic arts 
designers in the United States. Among Mr. Olden’s many professional 
awards are gold medals by the New York and Philadelphia Art Direc- 
tors Clubs for “outstanding contributions to TV graphic art direction.” 


New York & Penn commissioned designer Georg 
Olden to create this insert, and to incorporate in 
it practically all of the demands on the printability 


of paper which could be encountered. 


See for vourself how faithfully Penn/Brite Offset 
has reproduced each of his design elements . . . how 


well it has oad his “torture-test.”” 


Penn Brite Offset is the white. bright. value sheet 
that comes to you moisturized and double-wrapped. 
Write for new. complimentary swatch book and 
the name of your nearest distributor. New York 
& Pennsylvania Company. 425 Park Avenue, New 


York 22. New York. 


NEW YORK AND PENN 


PULP AND PAPER MANUFACTURERS 


A System for Inquiry Handling 


Mechanized Query Handling . . . The operation starts when a girl, working at a card 
punching machine (above), inserts information on each inquiry on a separate card. 
Some information, like the issue of the magazine, can be pre-punched. The punched 
cards go to the handling unit (below), which uses an interpreter to type the coded in- 
formation, sorts and tabulates. The six-man group handles 75,000 requests a year. 


if you must handle a large vol- 
ume of inquiries, and do it 
quickly and accurately, you 
ought to learn about the me- 
chanical method used by ‘‘in- 
struments.”’ 


By Richard Rimbach 

Publisher 

Instruments Publishing Company 
Pittsburgh 


Systematizing the handling of in- 
quiries presents some tough prob- 
lems, because of the very simplicity 
of the job. 

An inquiry is received: it must be 
recorded and sent to the person who 
will act on it. Whether the problem 
be that of an advertiser or of a pub- 
lisher processing many advertisers’ 
requests, the same deceptive sim- 
plicity exists. 

“Deceptive” because this seem- 
ingly uncomplicated chain of events 
can turn into a nightmare of stifling 
paperwork. In our case, as publisher 
of three magazines which draw 
thousands of inquiries on cards 
bound into each issue, the sem- 
blance of simplicity can deteriorate 
into 75,000 error-prone units every 
month — and a hopeless log jam 
when two or more issues start 
bringing in the mail at the same 
time. 


>’ The three — Instruments and 
Automation, Military Automation, 
and Instrument & Apparatus News 
— yield an average of 8,100 reply 
cards a month. At the rate of eight 
to ten items per card, this means 
some 75,000 units of information 
have to be sifted, sorted and sent to 
suppliers. 

We have kept these inquiries un- 
der control for the past three years, 
in the face of a request load up 50% 
in that time, by a punched-card 
system which mechanizes the entire 
process after punching of the basic 
information. 


>» Previously we used preprinted 3x5 
cards to pass reader inquiries on to 
our advertisers. A card for each 
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item in the issue was set up with 
all information except the inquirer’s 
name and address, and offset 
printed. We had to guess at quanti- 
ties, of course, running perhaps 50 
or 100 cards and wasting many. 

These preprinted cards were 
pulled by hand and the inquirer’s 
name, company, title and address 
entered on them. Then the accumu- 
lated cards had to be hand sorted 
for mailing to advertisers. 

The method was reasonably effec- 
tive, much more so than other sys- 
tems we had investigated. But it 
meant too much work in typing in- 
formation, too much chance for er- 
ror, too much waste of cards, and 
too much time to get the sales leads 
to the advertiser or subject of an 
indexed editorial item. And it did 
not provide complete records of in- 
quiries for our files. 


> The punched-card system allevi- 
ates all of these problems, and pro- 
vides all needed information auto- 
matically on printed cards including 
some sales copy for the individual 
magazines. Up to nine of these cards 
can be mailed in a special window 
envelope to utilize the machine- 
printed name and address, for four 
cents. 

We applied this system without 
any personnel changes. Our own 
people were trained to use the 
equipment, an advantage for us 
in that special requirements in 
processing the material make some 
knowledge of our _ publications 
necessary. The punch operator, for 
instance, must occasionally ab- 
breviate to fit all information on 
the cards; her judgment in how this 
is done is an important factor. 

Because of this same question — 
the large amount of information to 
be printed on the cards — we have 
a special advantage in using Rem- 
ington Rand equipment which in- 
corporates a 90-column card, pro- 
viding the maximum data capacity. 


>» Here, briefly, is how it works: 


1. Inquiry cards, grouped by publi- 
cation and issue, go to the punch 
operator. A deck of pre-numbered 
detail cards, from 1 to 99, is used; 
the operator punches name, title, 
company, full address and item 
number (the code which identifies 
the ad or editorial item requested). 
After the first item on the same 
reader’s inquiry, only the item num- 
ber must be punched; all other in- 
formation is retained in the ma- 
chine. 


2. All the cards go to the inter- 
preter, which prints the information 
on each one. Then they are visually 
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compared with the originals to ver- 
ify correctness of the punching; this 
is the only point at which any proof- 
reading of data is required. 


3. A mailing card is automatically 
reproduced from each detail card. 
This is the one which will actually 
be sent to the advertiser. Only item 
numbers and consecutive numbers 
are punched. 


4. The two decks are automatically 
collated into one big deck. The 
cards then go into a posting inter- 
preter, which picks up the inquirer 
name and address from each detail 
card, stores it, and prints it on the 
following mailing card. 


5S. Next, the mailing cards are 
sorted with another master deck 
containing a full description of the 
product featured in the _ subject 
item. Another trip to the posting 
interpreter for this combined deck, 
and the product data are printed on 
the mailing cards. The same pro- 
cedure is followed with another 
master deck containing the adver- 
tiser’s name and address. When in- 
terpreted, this information appears 
in two lines on the face of the mail- 
ing card, to fit the long narrow en- 
velope window. 


6. As the decks come from the in- 
terpreter — groups of item cards 
separated by the advertiser name 
cards — they are segregated for 
stuffing in the envelope. 


Radio by Mail... 


Sales Kit Can 
Personalize Pitch 


A mail kit with two faces and a 
variety of personality possibilities 
is giving station-members of Radio 
Advertising Bureau Inc. tailor- 
made sales pitches for both banks 
and saving and loan institutions. 

Designed for use with either 
banks or savings and loan associa- 
tions, the basic presentation in the 
package is “convertible” with in- 
terchangeable sets of covers, two 
plastic, snap-out ring binders, and 
extra blank sheets of paper stock. 

With these changeable features, 
the kit offers station salesmen a 
variety of custom approaches in- 
cluding: 


@ Inclusion of either a written or 
graphic pitch for the individual sta- 


>» In addition to the mechanical sim- 
plicity of the job, we have another 
plus in the ease of compiling totals 
and summaries of inquiries. We 
keep a file on every company show- 
ing each item that appears in the 
publications, and by using the 
counting sorter we can obtain the 
total inquiries on each item quickly 
and accurately from the original 
detail cards punched for each in- 
quiry. This is generally done at the 
end of each month, and a list of the 
totals is given to our sales repre- 
sentatives. 

The entire process of recording an 
inquiry and passing it on to the ad- 
vertiser is completed within a week. 
This is about the same time it used 
to take us with only two publica- 
tions, and a much smaller inquiry 
load. 

Originally, installation of our 
punched-card equipment released 
two clerks from inquiry duty for 
other responsibilities. With the 
present volume we’re handling, we 
would need at least ten people to do 
the job under the old methods. Ac- 
tually, we have six full-time em- 
ployes and two part-time working 
on the inquiry operation. 

Most important, the accuracy and 
neat appearance of our cards has 
been greatly improved, making the 
inquiries easier to use and more 
productive saleswise for our adver- 
tisers and, indirectly, for ourselves. 

44 


tion—as an integral part of the 
RAB-prepared material. 


@ Usage of the package’s “basic” 
presentation with both banks and 
savings and loan _§associations— 
while still retaining what RAB 
terms “the all-important ‘tailored- 
for-your prospect’ look.” 


@ Usage of case history material 
tailored to the prospect not only 
from the standpoint of his business 
(bank or savings and loan)—but 
also from the point of market size. 


> The snap-out ring binders rate 
high in the flexibility of the “pack- 
age” with RAB salesmen. Not only 
do they enable him to switch cov- 





COLU MBIAN® DUBL-GRIP® COLU MBIAN® BOOKLET 
FLAT MAILER SELF-SEAL® CLASP OPEN SIDE 
7 sizes 3 sizes 16 sizes 8 sizes 


"You know something, George? Now these six U.S.E. 
Envelope styles in 53 sizes can be mailed -- fully sealed 
-- at Third Class rates, without postal inspection notice.— 


‘You know why? Because each of these 53-sizes measures more than five 
inches wide or more than-11% inches long!” 

That’s the new magic dimension for envelopes — 5” x 1114”, according 
to the Postal Manual, Par. 134.81. 

This ruling is of special interest to anyone who mails circulars, merchandise, 
books or catalogs in envelopes at Third Class rates. Heretofore, you were limited 
to an envelope which could be opened for postal inspection: for instance, 
the “‘postage-saver” style, or something with a mechanical fastener. That 
narrowed your choice considerably. But now you can fully seal and mail 
this matter at Third Class rates in envelopes of any style if they measure 


fur 


more than 5” x 111%” in either dimension. You don’t have to mark them 
for postal inspection. 

One result of this liberal ruling is that we are now supplying the Booklet 
Postage-Saver envelopes fully gummed without extra charge. ‘That’s just 
one style. There are many other possibilities for this use in the U.S.E. 
Envelope line, as you will see when you read this Post Office regulation. 


For a free copy of this Post Office regulation, along with our new improved Envelope Selector Chart, 
just pin this ad to your letterhead and send it to Advertising and Sales Promotion Department-- 


U.S.E. protects you # - Zs, with uniform quality - guaranteed 


UNITED STATES ENVELOPE 
gy Springfield 2, Massachusetts 


INR 5 15 Divisions from Coast to Coast 


\ 
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PENNIES 


CAN PUT FULL COLOR SALES 
APPEAL IN YOUR MAILINGS! 


Full Color envelope stuffers are 
proved sales stimulators! 
Crocker can now supply 


them to you at these 
amazing low prices — 


100M-$2.98M 250M-$2.31M 500M-$2.12M 
Added Benefit—No large 


inventory necessary. 
Crocker fills your needs 


as required. 
C&> Write today for details and 
free descriptive booklet. 
Dept. AR-12 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle 322 Colman Bidg. Portland, 1325 S. W. 13th 


BRODIE’S “FAMILIAR QUOTATIONS” 


Both read the Bible 
day and night, 
Bat thou rvead'st Mack 


where J read white. 


WM. BLAKE 1757-1827 


If you send us a hunk of copy to be 
Offset or Multigraphed and if it does- 
n't read exactly right to us, thou can 
lay odds that we'll call and ask thee, 
‘How Come?" 


G SERVICE 
ADVERTISING eee tte 
ENUE * 9560 
521 SOUTH WABASH AVENUE = = 
d Resourceful Service — Sine 
Re , 00 


-- 


Fost on 


Printing & Mailine 

i raphing * ; 

1 a cones * mechanical Address od 
Diet * Complete Mai! Campcis 


Myltigraohing 
addressing * 


Inserting Machines 
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ers for presentation purposes—one 
for the banks, the other for the 
savings and loan associations—but 
the snap-out feature is especially 
handy for salesmen using the blank 
paper pages for special station 
pitches. As RAB tells its station 
members, “All you do is set up 
your station pitch on one or more 
of these blank pages—unsnap the 
presentation binder rings—insert 
your station pages where you want 
them and thread the binder rings 
back in place.” 

Another package component of 
this flexible package is the “Fi- 
nancial Case Book,’ which con- 
tains 28 case histories (14 on banks, 
14 on savings and loan associations), 
detailing how radio is used by these 
institutions. The salesman is able 
to use as many of these case his- 
tories as he feels fit into his par- 
ticular selling situation, and re- 
move the rest. 

An additional sales tool in the 
kit is a 16-page book entitled 
“Background for Selling Banks and 
Savings and Loan Associations.” 
Compiled in a question-and-answer 
format, the book is designed as an 
education tool for the station sales- 
man. But it can also be used to 
show a prospect what his type of 
company is doing nationally. Infor- 
mation in the book ranges from 


Industrial Direct Mail 
Described in Booklet 


Tested techniques for effective 
industrial direct mail advertising 
are discussed in the second edition 
of a booklet from the Direct Mail 
Division of the McGraw-Hill Pub- 
lishing Co., New York. 

Stressing that the industrial ad- 
vertiser must define his objective 
before he undertakes a mailing, the 
booklet discusses various objectives 
and how they can be attained in this 
medium, Other sections in the 16- 
page, two-color booklet include 
facts on mailing lists, examples of 
proved mailing pieces, mailing op- 
erations, costs, and postal data. 

Copies are available. 

- for more details circle 1239, page 139 


Combination Mail Machine 
Introduced by Detecto 


The introduction of a combination 
automatic scale and postage-printing 
machine has been introduced by 
Detecto Scales Inc. 

Called “Post-O-Printer,’ the new 
Detecto electro-mechanical unit is 


Versatile Kit . . . To sell banks on the 
use of radio, kit has charts, plus blanks 
to meet local situations. 


charts and data on where people 
are placing their savings today to 
information on how the average 
savings and loan association or bank 
earns and disburses its income. 


> Paper stock color and artwork 
have been employed by RAB to 
make the package presentation 
effectively different. A total of sev- 
en different color stocks are used 
while green inks and coin motifs 
carry out a general “money” theme 
for the entire package. 44 


capable of handling up to 500 parcel 
post packages an hour in a simple, 
one-machine, one-man operation. 

The machine was designed to 
speed and simplify parcel post 
shipping in plants and offices where 
large mailings are routine. It auto- 
matically weighs the parcel, com- 
putes the mailing cost, and issues 
the proper postage at the press of a 
button. 

Additional details are available 
from Detecto Scales Inc., 540 Park 
Av., Brooklyn 5, N.Y. 44 


Sales Letter Layouts 
Sampled in Folder 


Six creative layouts for special di- 
rect mail use are shown in a sample 
folder from Rylander Co., Chicago. 

Colorfully and whimsically illus- 
trated, the samples include letter 
layouts for direct-mail letters, sales 
bulletins, price offerings, special an- 
nouncements, etc. 

Prices for the illustrated pieces 
range from $5 per hundred for or- 
ders of 250 or less to $19 per thou- 
sand for lots of 10,000 and over. 

- « for more details circle 1240, page 139 





Remington Type Styles 
Shown in Sample Letters 


Actual letters showing the type 
styles of the Remington Statesman 
proportional-spacing electric type- 
writer are now available in a spe- 
cial folder. 

Among the type styles illustrated 
are Monticello, Bell Gothic, Impe- 


rial, Viceroy, Envoy and Regent. 
- . « for more details circle 1241, page 139 


Yellow Page Trademarks 
Described in Booklet 


Information on a trademark serv- 
ice program for the “yellow pages” 
of classified telephone directories in 
the U. S. is available in a booklet 
from the Reuben H. Donnelley 
Corp. 

The four types of trademark 
service available are discussed, plus 
specifications and prices. 

- for more details circle 1242, page 139 


Label Savings Shown 
In Hollander Folder 


The variety of ways in which 
labels can streamline and cut costs 
in premium and mass mailings is il- 
lustrated in a new label folder from 
Allen Hollander Co., New York. 

Applications and full descriptions 
of the labels illustrated are given on 
Multiplex Carbon-Backs for ship- 
ping, follow-up sets, carbon-backed 
perforated Multiplex for record 
keeping, custom-designed, Able- 
Roll labels for mass mailings and 
the die-cut Address ’N Seal label 
that acts as label, wrapper and auto- 
matic addresser in a day-to-day 
mailing operation. 

- « « for more details circle 1243, page 139 


Promotion Envelopes Newest ad 
by H. S. Crocker Inc., San 
are flapped on front to al- 
low entire back of the envelope for full- 


color promotion photograph. 


envelopes, 
Francisco, 








Planning a 
Direct Mail 


Campaig 
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CONTINUITY is a key to success! 


In personal selling, 80% of all sales 

are made after the fifth and subse- 

quent calls, according to statistics 

published by the National Sales 
Executives Club. 

BUT 
48% 
call and quit 


of the salesmen make one 


25% quit after the second call 
12% call three times and quit 
10% keep on calling 

It is that last 10% which produces 

80% of the sales. 

If CONTINUITY is so important in 


personal contact, it is even more 


important in Direct Mail contact. 
Obviously, the mailings that call 
back, like the salesmen who call 
back, will be the ones that eventu- 
ally bring in the most business. 


The McGraw-Hill Direct Mail Divi- 
sion knows from years of experi- 
ence that this idea of CONTINU- 
ITY is a paying proposition. We've 
seen some outstanding campaigns 
over the past years, and watched 
how they’ve made small companies 


big... and big companies bigger. 


Let us tell you more. Simply clip 
out the coupon and mail today! 


eS EE ————— SSS Owl 


McGraw-Hill Direct Mail Division 
330 W. 42 St. 
New York 36, N. Y. 


Please send my free copy of the McGraw-Hill Business & Industrial Mailing List Catalog 


Name 
Company 


Address___ 


City... 
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ite he 33 
BUSINESS FOR OVER 25 YEARS 


CL tee tein 
SBG04 em Va 


DOES It FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 


Addressograph list and hand-list main- 
tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


431 SoutH DEARBORN STREET 
Cuicaco 5, Itt. WABASH 2-8655 


if the person who found a bulging 
leather wallet on Main Street will 
spend a small part on a mailing of 
“Secret Message’’ postcards printed 
with invisible ink, he'll be surprised 
at the results! 


Free Samples, Know-How, Show-How: 


M. E. MOSS & CO. 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


Est. 1888 


Fins CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 f 


14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 


1456 N. Crescent Heights Blvd., Los Angeles 46 
oes Phone Oldfield 6-0304 —_—__:::.1 
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Something Extra... 


Turn Customers 
Into Salesmen 


By Wm. Roderick Wilkinson 


What print-matter do you send 
out with your product? Instructions 
for Use? Hints? Directions? A 
Guarantee Form? 

Why don’t you send something 
that sells? 


> Customers who buy your prod- 
uct must have trust and confidence 
in your name—or they would not 
have bought. You have a customer 
who, out of all your competitors, 
chose your product because he be- 
lieved it to be the best. If your 
product is good, he will be a walk- 
ing advocate for your company; he 
will show the product to friends— 
and he will love telling them why 
he decided to buy your article 
against all others. And nothing is 
more convincing in selling than the 
personal unsolicited testimonal from 
a user who has no “axe to grind.” 

What you have done when you 
make a sale is engage an unpaid 
salesman who will tell other po- 
tential customers all about you—if 
you tell him what to say. But nine 
out of ten companies sell their 
product and leave the poor cus- 
tomer with no talking points at all. 
It is almost as if the firms did not 
want the customer to say anything 
about them. 

I have seen—and so have you— 
owners of refrigerators, cars, tele- 
vision sets, watches, engineering 
plants, etc., just dying to say a lot 
about the wonderful product they’ve 
bought but cannot because they 
don’t know much about it. Some 
of them say what they know and 
bluff the rest. 


» Now this is where you have a 
great opportunity to brief these 
hundreds of unpaid salesmen on 
what you want them to say to peo- 
ple. Send a little brochure or fold- 
er or even a leaflet out with each 
product telling the customer: 


1. What kind of company you have. 


2. Something about its stability and 
reputation. 


3. Your scope of activities here and 
abroad. 


As one might have guessed, Mr. Wilkin- 
son is actively engaged with an advertis- 
ing agency in Glasgow, Scotland. 


4. The names and addresses of your 
distributors and dealers. 


5. How you choose distributors. 


6. All about the product itself and 
the skill employed in its manufac- 
ture. 


7. Your other products. 


8. Special accessories and addition- 
al items to be obtained as extras. 


9. The best way of using the prod- 
uct. 


> Naturally, the value of the prod- 
uct will largely dictate the size and 
presentation of the printed matter 
you send out. For instance, it would 
be quite uneconomic and unsuitable 
to send out a sixteen-page brochure 
with a bottle of sauce. Such a job, 
however, might be quite in order 
to accompany a radio set. 

Good, straight-forward, simple 
language should be used. There is 
no reason why you shouldn't be 
frank and say “What you can tell 
your friend about : 

Illustrate the job because your 
customer may want to show pic- 
tures to his friends. 

Whatever you do, make sure you 
brief these “salesmen” properly in 
the things you want them to say ¢¢ 


Off-Beat Greeting Cards 
Now Working for Admen 


The offbeat greeting card format 
— so popular for personal messages 
— has been introduced to commer- 
cial use through a direct mail pro- 
motion by Design Unlimited, Hemp- 
stead, N. Y. 

Designed for mailing to prospects, 
the three-color “offbeats” retain 
their greeting card format in both 
the front and back covers and in 
the plain envelope in which they 
are mailed. 

The inside spread features short 
copy by Gene Bartezak Associates 
combined with original, stylized 
illustrations to present the art 
studio’s services ina soft-sell, amus- 
ing vein. 

The results of this type of promo- 
tion mailing are evidently good 
since initial mailings produced a 5% 
return within a few days. 

Additional information and sam- 


ples are available. 
« « » for more details circle 1244, page 139 





LIVING COLOR for your | 
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Glow LOTioy CREME 
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CONDITIONS AS IT COLORS! 
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How Sudden Glory achieved 
consumer impact without 
pricing itself out of the 


market in the packaging race. 


A New Concept in a New Package 


By Mildred Weiler 


When Godefroy Mfg. Co., intro- 
duced its new product, TRESemmé 
Sudden Glory Lotion Creme Hair- 
color, to the St. Louis market in 
February 1958, it did so through a 
new package. 

Although Godefroy is the oldest 
manufacturer of professional hair- 
coloring in the business, and has a 
well established design for its other 
products, it was the opinion of both 
client and agency, Gardner Adver- 
tising Co., St. Louis, that the new 
product should be introduced to the 
retail trade in a distinctive package 
of its own. 


> Mrs. Agnes McCaddon, Godefroy’s 
advertising manager, points out that 
the new package accomplishes these 
objectives: 

@ Makes the product stand out from 
competitors’ 

® Coordinates with the emotional 
appeal of the name... a change for 
the better 

® Stimulates impulse buying at self- 
service counters 

e Aids product identification on re- 
peat sales 

@ Reproduces well in 
media 


advertising 


® Suggests glamor and femininity 
as attributes. 


> Development of the new package 
design rests first on size. Package of 
one of two most formidable com- 
petitors is tall. The other is also tall 
but somewhat thinner. The Sudden 
Glory package is, therefore, de- 
signed somewhat shorter but thick- 
er, not only to give it distinctness in 
size but at the same time to give the 
consumer quick eye assurance that 
she is getting equal quantity and 
value. 

Emotional appeal gets boost by 
use of Mirro-Brite, mirror-like pa- 
per on the front of the package, in 
which consumer sees herself. At the 
same time, along with her personal 
image, she gets full impact of the 
name Sudden Glory across the face 
of the package, along with the de- 
scriptive formula information re- 
quired by drug laws. 

Sides, top and bottom of package 
are designed in red and white, and 
black and white peppermint stripes. 


> In an industry where many of the 
packages have what the ad agency 
calls a “medicinal look,” the Sudden 
Glory package achieves distinctive- 
ness and has both glamor and eye 
appeal through use of the mirror 
front and the gay, peppermint stick 
design. 

Printed in two colors, the package 
also achieves both the feminine and 


festive appeal through choice of the 
two colors—bla@k and an especially 
created shade called Sudden Glory 
pink. 


> In the kick-off campaign which 
introduced the product in the St. 
Louis market, newspaper ads _ in 
Sunday roto sections in full color 
were used. The new package design, 
in color, also reproduced accurately 
in this medium. 

A shipper-display unit, which 
holds one dozen packages, carries 
out the peppermint stick design. The 
unit converts into a display for the 
one dozen packages. 

Designed by art directors Fred 
Czufin and Don Klotz, Gardner, the 
new package and the shipper-dis- 
play unit were printed by Superior 
Folding Box Co., and the Mirro- 
Brite front of the package is screen 
process by O. R. Pechman Co. 


>» Since the new package was intro- 
duced in February, not only have 
sales been good, but there is also a 
strong repeat business. 

With the exception of the Mirro- 
Brite front on the retail package, 
the Sudden Glory package for the 
trade uses essentially the same de- 
sign. Front of the trade package has 
a diecut which shows color content 
of bottle, as an inventory aid. 44 
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lf every gravure advertiser and advertising agency production man 
could visit our plant, you would know why more national 
advertisers are demanding that Acme supply their quality gravure 
color plates and advertising preprints. 
Our fine reputation is your assurance of unsurpassed reproduction 
and service of advertising preprints . .. and, fine gravure 
cylinders for all packaging printing. 


Your inquiry will receive 
immediate attention. 


acme gravure services inc. 


4001 Industrial Ave. Rolling Meadows, Illinois 


Clearbrook 5-0200 
if it’s Quality — if it’s Delivery — it’s acme 


ELIMINATE TRANSFERRING 
JI/ with uu = ~ ALL NEW 


MODEL "C" DIRECT PROJECTOR 


Projects opaque copy, transparancies, objects directly 
onto the 23x31” drawing board. 


450%, reduction- 400% enlargement 
See MTEL a 
8x10 = transparency projector 
Heavy duty ball bearing chain & gear 
mechanism 
No darkroom needed. Full curtain 
CTT | 
Copy can be flopped or projected 
onto wall 

© Floor levelling casters 
All operations from seated position 


Complete $645. f.o.b. NO EXTRAS 


@ Enlarges or reduces copy 400% 
without hand shadow for tracing. 

® Viewing or Focal Plate Area—24x24” 

© Copyboard area—27x32” 

© Floor Area—29x36” 

© Parallel adjustments for accuracy 

© Mounted on Casters for Mobility 


© Pressure back Complete $498. f.0.b. 


Manufactured by M, P, GOODKIN CO. 


Free Lance Artists-Small Studios . . . 
Ask about our MODEL ‘'B''- $285. f.0.b 


24 Beach St., Newark 2, N. J. 
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How to Make Rack 
Jobbers Miserable 


If you want to get your products 
handled by rack jobbers, and placed 
on supermarket shelves, you had 
better pay attention to the small de- 
tails of packaging. In particular, 
don’t make it hard to put the sales 
price on the package. 

This was the advice given the 
Merchandise Executives’ Club by 
Irving Feldman, president, Zelart 
Drug Co., and he cited a number of 
examples to prove his point. 


@ An unmarked carton with ab- 
solutely no indication of its con- 
tents. “We never sell ’em,” 
mented Mr. Feldman, 
*em.” 


com- 
“We just buy 


@ Cartons packed so carefully that 
it is necessary to dump the contents, 
price-mark them, and then repack. 


@ Cartons which give no indication 
of the way they should be opened 
to make price-marking simple. 


@ Packages which say “10c off” but 


don’t say off what. 


@ Packages of the identical product, 
identically sized, but with different 
savings printed on the carton. 


@ Shampoos that don’t come in car- 
tons — so you can’t stack them — 
and have the brand name on the 
top — so you can’t price-mark 
there. 


@ Products with caps that are in- 
terchangeable with other brands, 
and which leave the rack jobber 
wide open to cap-switching by cus- 
tomers whenever prices are lower 
on one than the other. 


e Packages with taped-on premi- 
ums, which either come off, or take 
up valuable and profitable shelf 
space. 4¢ 


oR meTTO.. ° j 
leer RAP IT- 
,. 
leer ' 4 ) ant 9A%3ag 
* wateae 


How do you like that package, R.B.? 

















For high-fidelity in 
reproductions of 
difficult subjects... 


BECKETT 






OPAQUE 


COLOR PHOTO COURTESY THE PRUDENTIAL INSURANCE COMPANY OF AMERICA 
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The color photo on the other side of this 
page is presented as an ‘“‘acid-test’’ dem- 
onstration of the superior texture and 
printability of this famous, premium- 
quality offset paper. 

We applaud the skill and the artistry of 
the plate-maker who so faithfully repro- 
duced the subtle, delicate tones of the 
original color photo. 

We point with pride to the printed 
impression on a surface which preserves 
the effect of the delicate colors while 


permitting the type to print sharp and 


black. There is no slick coating to finger- 


mark and cause glare or reflection. 

We invite attention, too, to the cool, 
clear whiteness of this sheet and the re- 
markable freedom from show-through. 

Beckett Brilliant Opaque is as pleasing 
to feel as it is to behold. Paraphrasing 
a well-known advertising phrase, its fine 

OPAQUE grain, its bulk and body and good “hand” 
make it a “paper you love to touch”. 

BECKETT BRILLIANT OPAQUE is of- 
fered in five weights, is surface-sized, 
and, in addition to the Vellum finish used 
here, can be supplied in a variety of em- 
bossed finishes. BECKETT BRILLIANT 
OPAQUE COVER, its companion cover 
stock, is offered in four weights and in 
all the finishes available in the book 
paper weights. 

Complete catalog of cover and book 
paper weights will be furnished on re- 
quest to your nearby Beckett distributor. 
THE BECKETT PAPER COMPANY 
Hamilton, Ohio 


This is Beckett Brilliant Opaque, Vellum finish, 80 Ik 













How 








Packaging 
Licked a 
Nales Problem 


It was a challenge to package a phonograph 


needle so it wouldn't get lost or hidden in 


a drawer. Here is how Jensen solved it. 


Attractive Fixture . . . This blond cabinet holds 2000 needles, 
and a full supply of sales literature. A microscope for exam- 
ining needle wear is also included. 


Hairline-thin, light as a feather 
and hard to pick out as the pro- 
verbial needle in a haystack—that’s 
a phonograph stylus as the retail 
shopper often encounters it in his 
favorite record store. In fact, if 
he’s nearsighted, he may not notice 
a phonograph needle more than a 
few feet away. 

Like many other midget items, 
phonograph needles pose a_e real 
challenge to the package designer. 
How to make up for their micro- 
scopic size, or turn thinness into an 
asset? 

Phonograph needles have special 
problems all their own. They’re apt, 
with mushrooming audio equip- 
ment, to be overwhelmed in _ to- 
day’s hi-fi center or record shop, 
even with the best of packaging. 
So the challenge immediately be- 
comes one of display as well as 
packaging. 


> There are 400 different types of 
needles to match record players and 
turntables on the market. And dis- 
tinguishing one from another gets 
to be a headache for the dealer, who 
is not equipped with thorough tech- 
nical knowledge. 


Because of its diminutive size, 
there’s always a strong temptation 
for dealers to tuck their entire 
needle inventory into a drawer or 
out of sight on a shelf. 

A further problem is that a low- 
priced durosmium needle and a 
premium diamond stylus don’t im- 
mediately signal their vast differ- 
ences to the customer. They look, 
at first glance, very much alike. 
Packaging must somehow establish 
these distinctions long before the 
listener has a chance to hear them 
for himself. 
> Jensen Industries, Forest Park, 
Ill., makers of needles, cartridges 
and stereo equipment, has been 
wrestling with Tom Thumb pack- 
aging since the company started in 
1943. It has evolved a number of 
solutions which inevitably lend 
themselves to in-store display use, 
also. 

Jensen's “bread-and-butter” unit, 
developed over the past five years, 
is a single-unit pack used for its 
entire line of durosmium and sap- 
phire needles. Each is encased in 
a cardboard holder 124x214’, with 
a free-form window emphasizing 





the needle’s characteristic contours. 

Lithographed by Knox Printing 
Co., Chicago, in red and black with 
attention-getting reverses, the pack 
is tab-indexed for easy identifica- 
tion and sheathed in clear acetate 
for protection against dust and 
handling. By a special process de- 
veloped by Arvey Corp., Chicago, 
the acetate is bonded to the card- 
board so it can’t peel off. 

The model number of each needle 
is printed on Kum-Clean adhesive 
supplied by Avery Label Co. It lifts 





Convenient Caddy . . . Each 
packed in its own case, slip 


needle, 
in a pocket 
of this carrier, which holds a dozen 
needles, a screw driver and tweezers. It 
is suitable for slipping into a service- 


man’s tool chest, or for hanging for 


p.o.p. use 
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MAJOR 
BUYING 
DECISIONS 


for 
materials and 
services used 
in 


PRODUCTION 
PROMOTION 
MERCHANDISING 
are made hy 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 


Advertising 
Requirements 


200 EAST ILLINOIS ST. - 


CHICAGO 11, Ik. 
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off easily for transfer to the tone 
arm, where the audiophile can 
quickly refer to it when a replace- 
ment needle is needed. 


> Small as the package is, it fea- 
tures full installation facts, com- 
plete with diagram, on the reverse 
side. 

“Dealers are fond of this slim- 
line packaging,” says Mike Remund, 
Jensen sales manager. “At a glance 
they can choose the right needle 
for the customer’s player and show 
him how to insert it without re- 
ferring to a bulky instruction man- 
ual. What’s more, they can take 
inventory in a matter of minutes.” 

Like most of Jensen’s packaging, 
this basic unit was originated by 
a task force of advertising, sales, 
administration, engineering and 
production staff, headed by presi- 
dent Karl Jensen. The same team 
recently came up with a Phono- 
Needle Caddy, a versatile wall-and 
rack-hanger made of clear vinyl 
plastic with a cardboard top. 


> Slotted vinyl envelopes hold 12 
assorted needle units on the over- 
all display. Besides its obvious 
point-of-purchase use, the hanger 
can be easily folded into the deal- 
er or repairman’s “tube caddy” 
when he goes out on house calls. 
Just in case he’s forgotten his screw- 
driver and tweezers for needle ad- 
justment, Jensen has packed them 
along too. 

For a more complete supply of 
needles, the company has borrowed 
an idea from the office equipment 
field. A plastic file tray keeps 50 
to 60 needles separate and orderly, 
held upright by spring action at the 
back. A molded plastic cutout keeps 
the name “Jensen” prominently in 
the customer’s view. 


> Four years ago the company con- 
ceived of packaging its diamond 
stylus like fine jewels. “They were 
a natural for the Tiffany treatment,” 
Mr. Remund observes. “We packed 
them in wrist-watch or jewel cases 
and reminded each customer, ‘You 
have just bought a diamond.’ The 
same style, modified of course, still 
creates a stir in the stores.” 

When the company decided to in- 
troduce a full line of phono car- 
tridges this year, it broke with an 
old retailing custom that says these 
parts should be heard but not seen. 
Even more than needles, cartridges 
too often have stayed up on the 
dealer’s shelf as part of an inven- 
tory that was used only when a 
customer asked for one. 

“We wanted to get our new series 
of 32 cartridges off the shelf and on 


Plastic Box . . . For convenient dealer 
use, this drawer holds needle-cards, with 
a spring keeping them neat. 


the counter,’ says Mr. Remund. 
“After all, the cartridge is the heart 
of any phonograph. It deteriorates 
with use and should be replaced 
from time to time. Most customers 
need to be reminded of these facts. 

“We turned the problem over to 
Palma-Knapp Associates, industrial 
designers in River Forest, Ill., for 
a ‘new fresh look.’ They developed 
a clear plastic case for each model, 
much like a miniature showcase. 

“But cartridges aren’t, as you 
know, flat like needles. To display 
them effectively, the designers had 
to angle them properly in the case 
and allow for shadows and glare 
that might reduce visibility.” 

A Jensen engineer suggested 
using a die-cut platform for hold- 
ing each cartridge at a 45° angle. 
Made of Appleton’s Super-Tuff, it 
provides space for the Jensen logo 
and model number at top and sides. 

For display, six of the most pop- 
ular cartridges are mounted on 
bright red and black counter cards, 
one foot high. They remind the cus- 
tomer that worn cartridges reduce 
sound fidelity and increase noise 
level—“automatically supplying a 
good sales opening for the dealer,” 
according to Mr. Remund. 


> To sell the do-it-yourself hi-fi- 
er, Jensen has a further sales gim- 
mick with each cartridge—a screw- 
holding screwdriver for ease in in- 
stallation. Another new item in the 
package is a cartridge sticker with 
complete descriptive facts and the 
recommended type of needle plain- 


ly labeled. 


> Merchandising aids like these are 
one reason for the high proportion 
of dealer reorders, according to 
Mike Remund. Another is the com- 
pany’s frank “open-door” policy to- 
ward its suppliers—who, often as 
not, come up with original pack- 
aging and display ideas. 

Says Mr. Remund, “We honestly 
think the salesmen who call on us 
are a part of the company. Maybe 





it’s a carton supplier or a printer 
who will solve our next problem. 
We're glad to use their brains in 
every phase of design. At Jensen 
we've found that today’s salesman 
thinks a lot more about buyers’ 
needs than the old-fashioned drum- 
mer of a generation ago. 

“Maybe that’s why,” he says with 
a quiet pride, “we never make a 
salesman wait.” 44 


Cellulose Seal Line 
Outlined in Brochure 


An illustrated brochure describing 
a line of cellulose bands and caps is 
available from the Celon Co. 

Information in the brochure in- 
cludes details on the manufacture 
of the items, the different styles, fin- 
ishes and colors currently available, 
proper application for permanent ¢ 
bonding, various printing possibili- 
ties and a checklist of advantages to HEADLINER 
the user. 

A list of illustrated applications + 
in the back of the brochure shows 
20 different ways in which Celon | HEADINGS, DISPLAYS, CHARTS, VISUALS 
seals can be used both in merchan- 
dising and product protection. 


. « for more details circle 1223, page 139 No Dark Room 


Regardless of your type needs, any one in your 
office can operate the //eadliner, producing dis- 
play type for any need... signs, displays, print- 
ing, projection, silk screen, and even for name 
plates and tags. Simply dial the letters and the 
Headliner will automatically process and deliver 


Idea Kit Stimulates No Trays... 


Packaging Ideas 
Completely 
Puzzled by packaging problems? 
A new idea kit containing a variety “oy 
of paper tubes and plugs for desk Automati...: 
experiments has been released by 
the Jonesville Paper Tube Corp. VARI-TYPER CORPORATION ere OF er ae CORPORATION 
The kit measures 3%:u3%" and For Full Information, Fill in Below and Mail This Entire Ad To 
contains a variety of plain and | VARI-TYPER CORPORATION 720 FRELINGHUYSEN AVE., NEWARK 12,N.J. 
printed spiral paper tubes, end caps, | 
formed paper plugs to seal openings 
and protect threads, die-cut paper 
parts, telescopic tubes, etc. 


finished smudge-proof copy immediately ready 
for use. Hundreds of instantly changeable type 
fonts...in different sizes...up to 72 points. 


Please send HEADLINER BOOKLET H-!21 
All heads in 
this Ad were photo- 


composed on the 
. for more details circle 1224, page 139 HEADLINER 


Text by VARI-TYPER 


WITHA P¢tehmadcter! 


An ordinary ring binder that we have made into a valuable 
selling tool . . . it sets-up and takes-down in split seconds. 
Its simplicity makes its inexpensive. Carried in stock. Also 
100s of other items. 


SEND FOR FREE FOLDER! 


= t, a / by ue 1708 WEST WASHINGTON BLVD. 


CHRLEAGCO 12, TLECROUS 
SCHHOSSSSSSHSSHSSHSHSSHSHSHSSSSHHSSHSHSHSHSHSSHSHSSSHHSSEHSEEEEE 
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Selling Shipping . . . New corrugated 
containers for the well-known ‘‘Strato- 
lounger’’ chairs are form-fitted and 
printed with slogan and _ illustrations. 








Stop worrying! 
You know you've 
never felt better 
_ in your life! 


Guess | ought 
- to see the 
doctor about 
that... 


Don’t be your own worst enemy! If you notice one of cancer’s danger signals in 
yourself, don’t talk yourself into thinking it’s nothing to worry about. See your 
doctor. Only he can tell. To learn the seven danger signals and to find out how to 
guard yourself against cancer, call our nearest office or just write to ‘‘Cancer,”’ 
in care of your local post office. 


AMERICAN CANCER SOCIETY 
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An Inside L 


Worthington's Trademark Thinking 


Why should you change a trademark? How do you 


know you’ve made an improvement? Does your 
new trademark characterize your company prop- 
erly? These are some of the questions Worthington 
asked itself — and answered — in its self-exam- 
ination. 


Recently the Worthington Cor- 
poration, a more-than-a-century old 
company, abandoned a trademark 
that had been in use since 1885. This 
is the latest step in a revitalization 
program that almost ten 
years ago. To inform its employes 
about the change, the company 
planned a series of programs at all 
levels. These were factual and 
clear, outlining the research behind 
the decisions, and the thinking of 
top management. 


began 


AR is privileged to reprint a fact 
sheet originally drawn up for the 
leaders of these staff meetings. In 
concise form, this gives the think- 
ing behind the 
change. 


entire trademark 


1. Why a “corporation identification’ 
program? 


Answer: To improve our ‘corporate 


look''—and our marketing effective- 
ness 


Our company, like all others, has a 

“corporate look.” This is made up 
of many visual faces we present to 
our customers and the public, in- 
cluding: 
1. Advertising and sales promotion 
2. Product identification—the way 
we identify our company on prod- 
uct nameplates, castings, decals, and 
the like 


3. Signs—on our plants, district of- 


fices, warehouses: on 
cars, water tanks, etc. 


4. Packaging, crating, etc. 


trucks, rail- 


S. Miscellaneous forms, postal me- 
vers, Cte. 


2. Why do we need a new trademark? 


Answer: To make possible a strong 
corporate identification effort 


It is regularly used in these three 
approved combinations: 
1. WORTHINGTON 
disc (preferred) 
2. WORTHINGTON CORPORA- 
TION over winged disc 
3. Winged 
letter “W” 


over winged 


disc superimposed on 


Layout & Typography ¢ 8&3 
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381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘“SALESENSE’’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘‘demand performance.” 
Hundreds readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 


of our 


ADVERTISING AGE, Dept. AR-12 
Attention: Book Department 
200 E. Illinois St., Chicago 


I want————_———-. copies of SALESENSE IN 
ADVERTISING. If I am _ not completely 


satisfied with the book (or books) after a 
5 days’ examination, I can return the book(s) 
and my money will be refunded in full. 
My Name 
Firm 
Address 
City ————___ Z —— State 
] I am enclosing my check for $ 


[} Bill me later [) Bill my firm 
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RECOGNITION 


Poor Recognition When stacked 
against other marks, the Worthington 
wings ranked near the bottom. 


Unfortunately, all of these have 
basic weaknesses that impair their 
usefulness as a trademark, and re- 
duce our opportunities for strong 
corporate identification. 


3. How did we learn our trademark 
had these basic weaknesses? 


Answer: We tried to set up a com- 
plete corporation identification pro- 
gram, using our present trademark, 
and found the trademark inadequate 


We worked to prepare a guide 
manual to help all divisions, district 
offices, distributors, etc. use our 
present trademark properly, in all 
the ways listed under Question 1. 

This forced a detailed analysis. 
It taught us that our present trade- 
mark symbol has serious visual and 
mechanical limitations. These limi- 
tations include: 


1. Poor visibility . . The standard 
winged-disc itself has low visibility 
for a trademark. 

While we can see it easily on a 
printed page before us, it does not 
stand out on _ distributor signs, 
packaging, etc., as a good trademark 
should. It is very weak in this re- 
spect. 

2. Poor proportions . . The long, 
low proportions are poor for most 
identification purposes. 

The best trademarks are usually 

round, oval or have rectangular 
proportions that approach those of 
a square. This better matches the 
proportions of most display space. 
3. Difficult detail . .The same fine 
lines that make for low visibility of 
the winged disc make it difficult 
and costly to reproduce on signs, 
castings, etc. 
4. Poorly adapted to color. . It 
is literally impossible to get paint- 
ers, printers, etc. to reproduce the 
standard color scheme of the scarab; 
the results are usually disappoint- 
ing. 

Even when the winged disc is 


reproduced in only one color, the 
fine lines and low visibility do not 
give us the visual impact we should 
get from color. 


4. How did we go about developing a 
new trademark? 


Answer: We worked to combine in a 
new mark the best thinking of trade- 
mark design experts—and the best 


qualities of the most successful trade- 
marks 


We concluded that a trademark 
has two main functions: 
1. Speed up corporate identifica- 
tion, serving as a form of shorthand 
symbol for the company. 
2. Serve as a symbol of quality or 
other desired characteristics. 


To achieve this, we worked to 
develop a trademark that could: 
® Be easily and quickly identified 
—yet distinctive. 
@® Have a logical relationship to 
our company. 
® Give a pleasing impression of 
quality, ability, stability and pro- 
gressiveness. 
@ Be practical in regard to all four 
points listed under Question 3 as 
weaknesses of our present mark. 


Trials and Errors . 
sketches were 


. . A large number of 


made, and measured 


against the criteria, before approaching 
the final trademark. 


After over 100 separate attempts, 
we selected the trademark that had 
the best balance of the above qual- 
ities. 


5. How do we know the new mark has 
these qualities? 


Answer: We did a thorough market 
research job. We checked our judg- 
ment against actual reactions of our 
customers and the public. We also 
checked our new mark with trade- 
mark design experts. 


The market research showed that 





the new mark had the qualities we 
were after. It compared very fa- 
vorably with other industrial trade- 
marks that were used as “bench- 
marks” in the research. 

The results of our research coin- 
cided in important ways with inde- 
pendent research studies made by 
others on the marks we used as 
reference “benchmarks.” This fur- 
ther validated our research. 

To further check our results, we 
took our proposed new mark to 
three of the top trademark design 
firms. None could point to any flaw 
in our research or any important 
weakness in the proposed new mark. 

As a final check, we hired the 
best of the three firms to work for 
several months to see if they could 
improve on the mark we had de- 
veloped. It passed this test too. 


6. Do we know the new mark is sub- 
stantially better than our present mark? 


Answer: Yes. We researched the new 
mark along with the present one. 
The results show that the new mark 
has a clear advantage. This is sup- 
ported by the independent judgment 
of trademark design experts. 


In brief, the new mark equalled 
the present mark where the latter 
was strong, and, in addition, was 
much stronger on vital points such 
as these: 

1. Visibility . . . Visibility of new 
mark 75°% better. 


Improved Visibility . 
was a great improvement over the old 
winged disc 


. The new mark 


2. Value as symbol of quality or 
other desired characteristics : 
Customers and prospects told us 
the new mark suggested such qual- 
ities as modern, progressive, vigo- 
rous, able and friendly. 


They told us our present mark 
suggested such qualities as old- 
fashioned and out-of-date. 

Most of them said the new mark 
was representative of a machinery 
and manufacturing company. On the 
other hand, 92° said the winged 
scarab was most closely linked to 


transportation. (74% 
flying or airplanes.) 


linked it to 
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Trademark Meaning . . . When people 
were shown the two trademarks, and 
asked to guess the business of its owner, 
the new proved to be far more accurate. 


3. Other advantages . . . In addi- 
tion, we know the new mark has 
proportions for flexible usage; will 
be easier and less costly to repro- 
duce on signs, castings, etc., and 
is well adapted to use with color. 


7. Won't we lose a great deal of valu- 
able trademark recognition, however, if 
we drop the ‘“‘wings’’? 


Answer: Not nearly as much as you 
might think. Despite long usage, we 
have learned that the winged scarab 
is not well established as the Worth- 
ington trademark, not even with cus- 
tomers. Tests show the reason for 
this: lack of a logical tie between 
the winged scarab, on the one hand, 
and our company and products, on 
the other. 


We carefully tested the recogni- 
tion of our winged scarab, using an 
adequate number of men attending 
an American Society of Mechanical 
Engineers convention. Only 7% 
could identify the scarab as the 
Worthington trademark. This low 
recognition was of course more pro- 
nounced in tests with people repre- 
senting the public in general. 

As Worthington employes, this 
surprises us. However, we had pre- 
viously learned that such low rec- 
ognition is common when a trade- 
mark is an “unrelated symbol” such 
as ours. 

The best recognition is regularly 
earned by marks that have the 
company initials in them, or sug- 


NO OTHER 
PAPER CUTTER 
BUILT SO WELL 
TO SELL SO LOW 


“1 reficonon olin” 


the precision Paper Cutter 
en 


SIZES: 
14” and 18” 


FOR OFFICE, 
BOOKKEEPING AND 
DUPLICATING DEPARTMENTS 


For every business: Banks, hospitals, insurance 
companies, industrial organizations with dupli- 
cating departments, stationers, photo finishers, 
smali printers, lettershops, mimeograph, offset 
shops, advertising agencies, schools and col- 
leges. 


Order from your dealer or 


MICHAEL LITH sales corp. 
145 West 45th St., New York 36, N. Y. 


@ Dealer: Write For Profitable Sales Plan. 


Remember, you want the finest in 
fluorescence —ask for it by name 


TESTED” 


Ve LVA‘GLO 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS .. . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. ~ 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards « silk screen colors + bulletin colors 
coated fabrics * water colors * qwik-spray colors 
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gest what the company is or does, 
or both these things. 

We learned that our wings do not 
serve as a helpful “shorthand sym- 
bol” to identify our company; that 
they pull the mind toward aviation, 
transportation, or the military— 
areas of activity where wings are a 
logical and a very commonly used 
trademark. 


8. Why not have a gradual changeover, 
as some other companies have done? 
For example, use our present ‘‘wings” 
on the letter W combination? 


Answer: This would lessen the basic 
weakness of our present trademark 
practice. But we have much more to 
gain by taking a single step that will 
eliminate all basic weaknesses. 


We believe you'll agree the above 
facts support this answer. 

True, a_ gradual 
sometimes wise 


changeover is 
for example, when 
the present trademark needs im- 
provement in design but has earned 
fair recognition and serves as a 
logical memory-link to the com- 
pany. This is not our 
however. 

A change in trademark affects a 
very broad area of corporate iden- 


situation, 


723 South Wells Street 
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tification. It thus represents a big, 
longterm effort. No company should 
take on this broad effort for a half- 
way improvement; they should in- 
sist on a mark that is as closely in 
tune with the future as they can 
foresee at the time. 


9. Won't it take a long time to estab- 
lish a new trademark? 


Answer: We have good reason to 
believe we can match the recognition 
of the present trademark within a 
relatively few years—and then go 
far beyond this level of recognition 
thereafter. 


We base this answer on the ex- 
perience of other companies who 
have dropped marks used for a very 
long time, to go to a more “effi- 
cient” and more relevant trade- 
mark. 

(Do you recall what the present 
International Harvester trademark 
is? Do you recall their old one?) 

A trademark based on _ sound 
principles is “efficient” in that it 
gives a company a much higher re- 
turn in recognition per dollar spent 
to expose it—becomes better estab- 
lished, more quickly. 


10. Some of us did not get excited 


SERVICE typographers, -_ 


° HArrison 7-8560 


about the new trademark when we first 
saw it. Can’t we settle on one we all 
personally like? 


Answer: We'd certainly like to. But 
we must recognize that the odds are 
heavily against this, based on the 
experience of other companies, and 
allowing for human nature. 


As Worthington employes, we 
naturally find it difficult to be ob- 
jective about the need for a new 
mark; we associate our present 
mark with our warm company re- 
lationships and, properly, question 
the need for a change. 

And as individuals who, natural- 
ly, have widely differing ideas about 
art design, we of course have differ- 
ent preferences for a new design. 

There is no black-and-white an- 
swer to this latter question, but 
perhaps the personal experience of 
the trademark task force will help. 

The task force, too, started off 
with widely varying ideas. Our in- 
dividual preferences came together 
surprisingly well, however, as we 
tested what we personally liked 
against the hard principles that de- 
termine what works best in terms 
of customer reaction. 

This coming-together of ideas ex- 
tended over the year or two during 
which we nailed down basic prin- 
ciples, did the research, and con- 
sulted experts on our proposed 
mark. 

We cite this, not to make the 
task force appear unchallengeably 
wise on this business, but to ex- 
plain why we can be confident with- 
out unanimity—why widely vary- 
ing preferences are the rule in every 
company, not only on first exposure 
to a new mark but even after many 
hours of detailed discussion. We 
must rely not on the _ individual 
preference of any one of us, but on 
a very penetrating study of princi- 
ples, on research and on a study of 
the many ways in which a trade- 
mark is used in a modern program 
for corporation identification 


11. Will this trademark change—and 
the subsequent corporation identification 
program—be very costly? 


Answer: We propose following the 
same general practice used in adapt- 
ing to the change in company name 
some years ago—that is, make the 
changes at a time when a change 
is otherwise necessary or due for the 
item concerned. 


This avoids any large expendi- 





EVEN BLACK-AND- WV/71s HAS MORE “COLOR”... 
when you specify papers treated with GALGOALUOR* whites 


You can’t begin to appreciate how much CALCOFLUOR-treated paper adds to 
printed material without seeing an actual sample. Notice the extra whiteness 
of this insert! It’s an eye-opening experience, isn’t it! 

From greeting cards to annual reports, CALCOFLUOR White adds amazing 
“drawing power.” Papers with CALCOFLUOR offer the kind of brilliance and 
contrast that make color work really “‘sing.”’ 

If you want lifelike reproduction and greatly enhanced visual appeal in 
catalogs, letterheads, posters, magazines and other printed matter, make 

‘illite sure you specify “CALCOFLUOR-treated” papers. They’re available in a broad 
range of grades and types— including coated stock, offset, vellum and bond— 
from America’s leading papermakers! Ask your supplier for samples—today ! 





CAL GOVILY NT 


-treated papers 
put 


brilliant extra whiteness 


in everything 


It’s not only the printed page that benefits from CALCOFLUOR White! 


Art directors, package designers and smart merchandisers are all dis- 
covering that people just naturally respond to the more beautiful, more 
brilliant CALCOFLUOR White papers at the point of sale. This added white- 
ness is truly like another dimension—a marketing dimension! 

In paper plates, cups, napkins and tablecloths...in food wrappers... 
the super-whiteness of CALCOFLUOR-treated papers suggests super-cleanli- 
ness. CALCOFLUOR White makes paper handkerchiefs look cleaner, more 
attractive, too. And these are just a few of the uses for CALCOFLUOR White! 

If printing papers or paper products are important to your business— 
you owe it to yourself to find out just how CALCOFLUOR-treated papers can 
improve your sales! It’s easy to discover. Just write us. 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 
Bound Brook, New Jersey 
New York +» Chicago « Boston - 
Charlotte + Providence - Atlanta - 
Portland, Oregon 
Cyanamid of Canada Limited 
Dyes Department + Montreal and Toronto 
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Symbol for <—Calco> Quality Dyes 
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ture that would be needed for a 
sudden change of all items ulti- 
mately affected. 

Changes can be made promptly 
in short-cycle items such as adver- 
tisements, at no extra cost. In others, 
such as signs, nameplates, castings, 
etc., the changeover will doubtless 
be as gradual as the change from 
“Worthington Pump and Ma- 
chinery” to “Worthington Corpora- 
tion.” 

It is realistic to expect that—due 
to the trademark change—we will 
want to change some items earlier 
than we otherwise would have. 
When we decide to do so, extra ex- 
pense will be involved. This, how- 
ever, can be the same kind of con- 
trolled, budgeted expenditure that 
we make for any basic improve- 
ment. 


12. How will we go about implement- 
ing the whole broad corporate identifi- 
cation program? 


Answer: We will issue—as soon as 
possible—a guide manual that de- 
tails how the new trademark should 
be used for all major applications. 
With that, we would set up a sched- 
ule for converting to it that is rea- 
sonable to management and to the 
divisions concerned. 


As a first step, we suggest that a 
single committee replace the pres- 
ent Trademark Committee and the 
present Nameplate Committee. This 
group would concern itself with the 
entire field of corporate identifica- 
tion, and with implementing the 
program with the new trademark. 
A logical name for it would be 
“Corporation Identification Com- 
mittee.” 

The present trademark _ task 
force, working closely with this 
group, would issue the loose-leaf 
guide manual mentioned above. 

With approval of the new trade- 
mark in March, 1958, we would 
have the guide manual issued by 
midyear; by then, we would also 
have all new advertisements and 
other printed matter issued with 
the new trademark. 

At the same time, we would re- 
lease a special publicity program 
that would give us the same kind 
of favorable publicity we received 
from the name-change publicity in 
1952. This will also speed the rec- 
ognition of our new mark. 

During the second half of 1958, 
we would expect to have all new 
identification materials—including 
new nameplates, packaging, cast- 
ings, etec.—coming out with the im- 
proved identification. 44 




































CALCULATOR 


COMPANY 
633 Plymouth Court, Chicago 5, Ill., Dept. B-31 
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DIRECT-SET PAPER PROOFS 
QUALITY TYPOGRAPHY AT SUBSTANTIAL SAVINGS 


DIRECT 
SET 
PAPER 
PROOFS 
Quality 
typography 
at 
substantial 
savings 





“Fotosetter /Warwick Typography” 


To get your sales promotion show on the 
road—fast and economically—specify 
Direct Set Proof. Let Warwick counsel you 
on this new money-saving service. 


Y Fastest repro proof service available. 
Y Saves time and money on many types of jobs. 


Y Waxed back to save paste-up time—eliminates 
rubber cementing. Can be moved about. 


Y Always sharp, clean, clear, crisp to the 
most delicate serif. No retouching required. 


Y Big Type Selection—over 900 faces, sizes, styles. 


Send for Free Photographic Type Book 


: of. oL* 
Big 12x 9%4” working manual. Contains all Fot 


taces plus Headliners and Flexset 
letterhead request brings it to you atn 
R 


Write Dept. 37 today 


Wa rwi ek rveocraruens. Ine. 


920 WASHINGTON AVE. ¢ ST. LOUIS 1, MO. ¢ PHONE CENTRAL 1-921 


OVERNIGHT SERVICE BY AIR... RIGHT TO YOUR DESK 


DEMONSTRATORS 


make sales points fast 


Graphic Demonstrators fit easily into 
brief case or an ordinary envelope 
for mailing. They add visual impact 
and motion to your sales talk 

The prospect convinces himself. For 
example, the model illustrated 
dramatizes the working principle of 

a complicated metering device which 
is far too heavy to carry. 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Demonstrators 
and full information. 
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it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students vo discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 
BOX AR-245 + WILTON + CONN. 


eh. ER 
There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 


such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


cr qce\ to cover cost 
eal 


of packing and 
5 —— mailing will 
an bring you — 


TEC cee 


The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 
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SALES REPRESENTATIVES 





One of the leading manufacturers of out- 
door plastic signs desires representation in 
selected markets throughout the country. 
Representatives handling non-competitive 
lines will be considered. 

Only representatives with experience, time 
and ability to sell volume quantities need 
reply. 

Complete design and engineering services 
are at your disposal. We are rated as the 
oldest and finest in the industry. 

Send complete resume in confidence. All 
our people know of this ad. 


SPANGLER SIGN CORP. 


106 S. 56th St., Philadelphia 39, Pa. 





ready-to-use- 
art for offset! 


Clearance Sale! 


GRAB BAG OF $495 
‘CLIP BOOK’ ART 3%, 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering. 
One to customer, & new customers only. 
Check with order. Guaranteed to 
satisfy! 


HARRY VOLK JR. ART STUDIO 


» Pleasantville 37, New Jersey 
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Mistral 


Bernhard Modern 
Roman 


Bodoni Open 


Bodoni 


Cheltenham Bold 


Futura Light 


Futura Bold 


Kaufmann Bold 


Liberty 


Caslon Oldstyle Italic 


Variety of Faces . 


Turned Leoore to Kill 


Turned Loose to Kill 
Turned Loose to Kill 
Turned Loose to Kull 
Turned Loose to Kill 


Turned Loose to Kill 


Turned Loose to Kill 


Turned Loose to Kill 


Sfurned SL oose lo 2 Lill 
Turned Loose to Kill 


. . Ten different typefaces were used in test, ranging from the very 


sturdy to the very delicate. Ten articles were matched with each. 


Probably Yes ... 


Are Most Readers 
Type Conscious? 


Have you ever had occasion to 
choose a typeface for a headline 
dealing with violence or tension? If 
you do, you would do well to make 
your selection carefully. Chances 
are your reader will have feeling 
about the appropriateness of your 
selection. 

This advice is suggested as the 
result of a survey conducted by 
Curtis Publishing Co. Purpose of 
the survey was to determine how 
much truth lies in the theory that 
certain typefaces are more suitable 
than others for certain types of arti- 
cles. Proceeding on the premise that 
the theory is widely accepted but 
without documentary proof, Curtis 
personnel interviewed a random 
sample of 300 persons located 
throughout the country. Inter- 
viewees were asked to indicate 
headline typeface preferences for 
ten different magazine articles. The 
interviewees varied in age and edu- 
cation and were more or less equal- 
ly divided between male and female. 


> According to survey results, cer- 
tain typefaces tend to have general 
appeal; others are limited in appro- 
priateness to certain types of sub- 
ject matter. Curtis stresses the fact, 


Typical Layout .. . Actual articles were 
used, with heads set in different faces. 





however, that the sample was small 
and results are by no means con- 
clusive. Even if they were con- 
clusive, the company adds, they 
would still apply only to magazine 
articles and only to the ten type- 
faces and ten subjects surveyed. 

The survey was conducted by 
taking the first pages of ten Satur- 
day Evening Post articles and hav- 
ing each set in ten different type- 
faces—a total of 100 combinations. 
Then 10-sheet kits were made up. 
Each kit contained each of the ten 
articles. Each headline was set in a 
typeface different from the others in 
the kit. Hence there were 10 differ- 
ent kits. However, each interviewee 
saw only one. Each of the 10 kits 
was shown to 30 interviewees. 

The 10 typefaces used were 72 pt. 
Mistral, 48 pt. Bernhard Modern 
Roman, 72 point Bodoni Open, 60 pt. 
Bodoni, 48 pt. Cheltenham Bold, 48 
Futura light, 48 pt. Futura Bold, 72 
pt. Kaufmann Bold, 72 pt. Liberty 
and 48 pt. Caslon Oldstyle Italic. 


> It was discovered that certain 
faces—notably Bodoni, Futura Bold 
and Cheltenham Bold—ranked high 
in general appropriateness for the 
set of 10 articles. Results suggested, 
too, that the choice of a particular 


typeface was more important in the 
articles entitled “Uncle Sam’s Prob- 
lem Child” and “Turned Loose To 
Kill” (in which tension and conflict 
were keynoted) than it was in the 
light, merely entertaining articles. 


> Interested sidelights indicated by 
the survey were: 


@ Mistral, a heavy casual script, 
was consistently turned down as 
unsuitable, although Curtis empha- 
sizes the fact that it might be highly 
appropriate for certain types of 
articles not represented in this par- 
ticular survey. 


e Futura Bold consistently ranked 
high in most articles, yet was almost 
unconditionally turned down for a 
light-touch article entitled “They 
Put Hats on the Choosiest People.” 


@ Liberty ranked low in all purpose 
value, yet ranked high for two 
specific articles dealing with light or 
feminine subjects. 


> A report on the survey by Jack B. 
Haskins, research executive in the 
development division of Curtis’ re- 
search department, appeared in the 
Spring 1958 edition of Journalism 
Quarterly. 44 





Cold Type Device Expands 
Range of Typewriter Copy 


A new development in the photo- 
composition field—which produces 
86 type variations from a single 
typewritten copy—has been intro- 
duced by Consolidated Internation- 
al Equipment & Supply Co., Chi- 
cago. 

Called the Optype, the unit will 
produce equally well from other 
types of printed material but was 
designed primarily to add to the 
range and flexibility of typewritten 
copy reproduction, its manufacturer 
states. 


> By means of a built-in optical ar- 
rangement, the device justifies right 
hand margins from original copy 
by varying the width of characters 
without increasing their height. The 
Optype will also enlarge or reduce 
type to ten different sizes and pro- 
duce italic from Roman characters. 
In all, 86 variations are possible 
from a single printed copy, Con- 
solidated International reports. 
Spacing between lines can be 
varied for copy fitting. Lines con- 
taining typing errors can be skipped 
and a corrected line photo-com- 
posed in the machine. The device 





SHADING FILMS 


180 of the most popular 
screens, patterns and special 
symbols, surface-printed on 
clear ““Mylar’’* — with a heat 
resistant pressure sensitive 
adhesive. 


COLOR TINTS 


24 beautiful permanent trans- 
parent colors — ideal for 
graphs, charts, maps, layouts, 
simple color separations. Now 
also on “Mylar,” with the same 
superior Contak adhesive. 


*Now on “MYLAR” — Du Pont’s name for their polyester resin 
film — extremely tough, and resistant to moisture, chemicals and 
temperature variations — hos exceptional dimensional stability. 


x GRAPH ~ SA abies teas 
0/77 


December 1958 + ao 





will produce either photographic 
film for offset or engraving plates 
or a photographic print for paste- 
up. 

Speed of operation for a trained 
operator is said to be 12 lines per 
minute. A brochure giving further 
details is available from the manu- 
facturer. 

. for more details circle 1229, page 139 


New Magazine Tells U.S. 
Of Euvrope’s Markets 


A new 


European 


publication interpreting 
consumer markets and 
advertising to the American mar- 
keter has been introduced under the 
name Advertising Parade. The pub- 
lication is the sixth in a series of 
magazines belonging to a publica- 
tions group known as A.P. which 
devotes itself to the common market 
area embracing France, Belgium, 
Great Britain, Italy, Germany and 
Holland. 

The American version of the 
group of publications is highlighted 
by a series of reproductions of 
typical European ads in four major 
categories. They are arranged in 
clip sheet style printed on one side 
and tabbed at the top for easy ref- 


All of the standard type faces. and 
many type faces not easily found, 
are offered by Progressive from one 
of the largest selections of type avail- 
able anywhere. We're setting these 
faces 24 hours a day . . . frequently 
altering them via camera to ripple, 
bend, circle, slant...to achieve other 
unusual effects that designers dream 
up...and meeting wanted dates from 


erence. The four categories include 
household articles and appliances, 
foods, clothing, and beauty prepara- 
tions. Ads are reproduced accord- 
ing to scale and the particular scale 
is designated on each page. The 
clip sheets are intended to present 
European markets to the American 
business man in handy, reference 
form. 

Also featured are articles on in- 
ternational marketing by European 
marketers, business men and politi- 
cal leaders. 


> The magazine is published by 
Jacques L. Thibuad at 91 Rue du 
Faubourg Saint-Denis, Paris, and 
an annual subscription (11 editions) 
costs $19. Single copies cost $3. 
Other publications in the A.P. 
group are Actualite Publicitaire 
(France and Belgium), Advertise- 
ment Parade (Great Britain), At- 
tualita Publicitaria (Italy), Anzei- 
gen Parade (Germany) and Adver- 
tentie Parade (Holland). 44 


Miehle-Goss-Dexter 
Adopts New Trademark 


A new trademark, designed for 
visual identification of packaging, 


TYPORTIONALED 
HARD-TO-FIND FACES 


SET AND PRINTED 
AROUND THE CLOCK 


coast to coast and overseas for these 
typortional prints . . . as well as for 
acetates. repro proofs and negatives 
and positives. 

Phone your nearest Progressive 
office to make a pick-up of your copy. 
layout and instructions ... or send 
the material to Philadelphia . . . or 
write for more information about 
Progress-Hanson-Progressive. 


Is, PROGRESSIVE COMPOSITION COMPANY 


Fra 9th & Sansom Streets, Phila. 7, Pa. 
ee | 
. 


BALTIMORE 
SAratoga 7-5302 


NEW YORK 


| 

| WILMINGTON 
MUrray Hill 2-1723 | 

| 


| 
Olympia 5-6047_ | 
| 
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WaAInut 2-2711 


RICHMOND 
Milton 7-2771 


| 

| wasnincton | 
| Executive 3-7444 | 
| | 


G 
> 


New Trademark . Miehle-Goss-Dex- 
ter’s new symbol will be used to identify 
advertising and sales promotion as well 
as company packaging. 


advertising and sales promotion, has 
been adopted by Miehle-Goss-Dex- 
ter, Chicago manufacturer of graph- 
ic arts equipment. The new sym- 
bol consists of an “M,” “G” and “D” 
in a triangular arrangement sep- 
arated by three elongated trapezoids. 
The initials will be eliminated 
when the symbol is used in con- 
junction with the corporate name. 

Miehle-Goss-Dexter was formed 
early last year as the result of a 
merger between Miehle Printing 
Press and Manufacturing Co. and 
Goss Printing Press Co., both of 
Chicago. Subsidiaries and divisions 
of the company will also use the 
new symbol. 

Divisions include Dexter and 
Filmsort Companies, Pearl River, 
N. Y., and Lawson Co., also of New 
York. Subsidiaries are Mercury 
Engineering Corp., Milwaukee, and 
M-D Blowers, Racine, Wis. 

The symbol was designed by 
Bruce Beck, Chicago designer. 44 


No Order Too Small For 
This Type Supplier 


Those in the graphic arts field 
who have occasion to buy type for 
trademarks, specialized symbols or 
small print jobs may be interested 
in the services of Markem Machine 
Co., Keene, N.H. 

Markem type provides great dur- 
ability, according to the company. 
Precision engraved individual let- 
ters, figures and symbols are avail- 
able in sizes from 6 point to 24 point 
(larger type on order). Lower case 
type is available in several styles. 

The type is engraved to order in 
word blocks, name blocks, slugs, 
trademarks or designs reproduced 
from the customer’s copy. Type only 
as required or complete fonts may 
be purchased. The company’s com- 
plete address is Keene 54, N. H. 44 





Aerial Patrol 


~ A Helicopter for 


Radio Promotion 


- KABC’s helicopter hovers over the trucks 


of one of the sponsors of its program directed at helping mo- 
torists find their way through Southern California’s traffic- 


loaded highways. 


Radio stations all over the coun- 
try are learning to use the whirly- 
birds for public service program- 
ming, bringing new excitement to 
the air waves, in more senses 


than one. 


By Betty Aulenbach 
AR Associate Editor 


Radio is getting a shot-in-the- 
arm these days from a new type of 
program that pays off handsomely 
to the stations, gets high listener- 
ship for the sponsors and performs 
a public service to boot. 

The idea, which is rapidly gain- 
ing ground in major U. S. cities, is 
a traffic control service performed 
by cruising helicopters. The air- 
born newscaster relays traffic in- 
formation (interspersed with 
music) over local radio stations to 
drivers on the congested highways 
far below. 


>» The first regularly scheduled heli- 
copter traffic service began opera- 
tion early this year over Los 
Angeles’ station KABC. Called “Op- 
eration Airwatch,” it offers “over- 
the-spot” coverage of the busy net- 
work of freeways directly from a 
$50,000 Bell helicopter patrolling 
the area. 

The program goes on the air six 
days a week at 15-minute intervals. 
From Monday through Friday it op- 
erates from 6:50 to 9:00 a.m. and 
again in the afternoon from 3:30 


to 5:45. On Saturdays, from 10 a.m. 
until noon and again from 4:30 to 
6:30 p.m., it covers traffic to the 
beaches as well as giving general 
beach information. 

With Max Schumacher, ex-Ma- 
rine air rescue pilot, at the controls, 
actual broadcasting is done by Donn 
Reed, a former Air Force major. 
Whirlybirders Schumacher and 
Reed size up the traffic situation, 
offering information and suggested 
re-routing to the harassed drivers 
below. In cases of accident, they are 
equipped to arrive first on the scene 
and broadcast immediate instruc- 
tions to drivers in the area. 


>’ Once Los Angeles’ police radio 
broke in with the announcement 
that a three-year-old child was 
walking on the Harbor Freeway. 
The whirlybirders broke in imme- 
diately on KABC and warned mo- 
torists to be on the alert. Another 
time they spotted a youthful boat- 
ing party being swept down the 
Los Angeles River in a rubber raft. 
They moved down and blew the 
raft to the bank with the blast from 
their rotors. 

Besides its regularly scheduled 
broadcasting spots, “Operation Air- 
lift” is equipped with a code signal 
which allows the helicopter to break 
in with special announcements in 
times of stress or emergency. 

An expensive undertaking, the 
program costs the station $500 a day 
but has more than paid for itself 
with sponsors both local and na- 
tional. Kellogg’s, Dr. Pepper, Dean 
Van Lines are some of them. At 


times, the station has almost twice 
as many prospective sponsors as it 
can accommodate. 

Promotion-wise, too, “Airwatch” 
has proved itself. The ‘copter has 
landed at special sponsor-arranged 
demonstrations, towed banners for 
sponsors’ products and has visited 
California schools for demonstra- 
tions and talks on traffic safety on 
sponsor’s behalf. 


> In Houston, station KXYZ has a 
similar arrangement to that of Los 
Angeles’ “Operation Airwatch.” The 
station has leased a_ pilot-equipped 
helicopter for five hours a week 
(with an option on five more) from 
Helicopter Airlift Co. The helicop- 
ter company operates a “package” 
deal in several cities, renting out 
‘copters—plus pilots—at an hourly 
rate. The city of Houston has pro- 


Flying Policeman . . . In WLW’s ‘copter, 
Cincinnati Police Lt. Arthur H. Mehring 
makes two broadcast flights a day 
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Pictures from the Air 


In Hollywood, Cal., where tele- 
vision reigns supreme, they’ve real- 
ly got the medium “off the 
ground” by harnessing it to a heli- 
copter. Only it’s called a “telecop- 
ter.” 

Paramount Pictures’ own station 
KTLA has come up with an $82,- 
000 specially designed Bell heli- 
copter equipped with a television 
transmitting unit. KTLA developed 
the unit in cooperation with Na- 
tional Helicopter Service Co., from 
whom it leases the unit, and Gen- 


vided a traffic policeman who pa- 
trols in the ‘copter directing traf- 
fic from the air for an hour each 
weekday during peak traffic peri- 
ods. A local bank sponsors the 
program. 


> Helicopter Airlift also leases a 
whirlybird to station WLW in Cin- 
cinnati. As in Houston, a traffic of- 
ficer flies with the pilot directing 
the traffic. Between broadcasts the 
vehicle cruises over busy intersec- 
tions and the “cop in the sky” re- 
ports to police headquarters when 
he spots anything of interest to 
traffic officers on the ground. The 
program operates two hours a day, 
morning and afternoon. Shell Oil 
Co., which picks up the tab, avoids 
hard sell and presents the program 
as one of its public service features. 


> Then, there is station WIP in 
Philadelphia which does not have a 
helicopter service but, instead, op- 
erates a light plane during summer 
months when weekend J traffic 
reaches road-glutting peaks. The 
plane spots tieups and reports back 
to the station. 

Actually, the airplane is only one 
small element of WIP’s radio con- 
trolled traffic service—probably the 
most complete and certainly the 
oldest in length of service. 

Twenty-two years ago, that sta- 
tion instituted a series of announce- 
ments throughout the major holi- 
days and weekends of the summer 
to keep the motorist posted on what 
to anticipate in traffic conditions 
while traveling to the seashore or 
to the mountains. 

Seven years ago the station put 
a 12-month, day-to-day basis be- 
cause of hazardous traveling con- 
ditions. 

Today, this station provides over 
50 such announcements a_ week, 
apart from 42 news programs. In 
addition, a “Heading Home” two- 
hour show was launched two years 
ago primarily for the man driving 
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eral Electric Co. Total tv equip- 
ment weighs less than 400 pounds, 
yet is powerful enough to cover a 
60-mile area. 

The helicopter and pilot are 
available on a standby basis for 
nine hours a day. KTLA’s plans for 
using the new equipment were not 
completely formulated at the time 
of this writing. However, touring of 
beaches and traffic areas with cut- 
ins to the station’s regular pro- 
grams are among plans under con- 
sideration. The telecopter will also 
be available for on-the-spot cover- 
age of newsworthy events. 


home from work. The program 
broadcasts music interspersed with 


highway information. 


>’ The latter show was launched 
with the cooperation of the Amer- 
ican Automobile Assn. of Philadel- 
phia, which actually covers the 
Greater Philadelphia area each day 
seeking out courteous drivers. Li- 
cense numbers are recorded, re- 
layed to WIP. The license number 
is broadcast on the air, and the 
driver is asked to contact the sta- 
tion. He then receives a certificate 
from the automobile club and Bene- 
dict Gimbel Jr., president of WIP, 
plus a small gift. 

Five years ago, General Motors 
Acceptance Corp. began sponsor- 
ing 30 of the traffic announcements. 
On a 52-week basis, this company 
sponsors such safety messages on 
WIP and another station, but dur- 
ing the summer months they extend 
the program to some 300 other sta- 
tions. 

The station then made arrange- 
ments with Station WFBR in 
Baltimore for cross-plugging. WIP 
announcers tell motorists traveling 
South to tune into WFBR when they 
get into the Baltimore area, and 
WFBR plugs WIP to North-bound 
drivers. 

The station’s news department has 
established a variety of sources of 
informatioin. Local and state police 
are contacted two and three times 
daily for turnpike and local in- 
formation. 

The news department also makes 
daily checks of the Department of 
Streets of the City of Philadelphia 
for detour information. 

“It is not at all unusual for the 
motorist himself to call WIP and 
give us information on specific dan- 
ger situations which he has en- 
countered,’ says Ralf Bren, WIP 
vice-president “As a matter of fact, 
we encourage this by awarding $5 
for any tip so given us.” 

Also, from time to time, the grate- 


ful Pennsylvania Motor Truck 
Assn. relays information to WIP 
regarding detours and accidents so 
truck drivers can receive informa- 
tion while on the road. 

The station itself checks on local 
points with its short-wave news- 
mobile. 


>» At the beginning of this article it 
was pointed out that the whirly- 
bird traffic broadcasts have high 
audience appeal. They do. And, 
although no formal rating surveys 
have been reported, in Los Angeles 
the whirlybirders take informal 
surveys of their own in a most in- 
teresting manner. 

Every now and then when pilot 
Schumacher and broadcaster Reed 
get lonely flying around by them- 
selves up there, they sometimes 
wonder if the drivers of those tiny 
motorized bugs below them really 
care. On such occasions, the men 
report, they sometimes break in 
and ask all motorists who are tuned 
in to blink their lights. Usually they 
get a more than 50% response from 
the vehicles below. 

It cheers them up a great deal. 44 


Musical Theme of Thirties 
Adopted by TV Sock Spot 


A hit song of the Thirties, “Hap- 
py Feet,” has been adopted by the 
first national tv spot commercial 
campaign undertaken by a men’s 
hosiery manufacturer. 

Using new words, the Interwoven 
Stocking campaign features the old 
but appropriate tune with new 
lyrics, and a new slogan—FFO— 
“Fight Foot Odor.” 

Company spokesman said it had 
obtained the rights to the tune, 
which was written in March, 1930, 
by Jack Yellin and Milton Agar, 
and had arranged to have the In- 
terwoven agency, Williams and 
London Advertising, put new lyrics 
to it. 44 


SANITIZED 


‘Happy Feet’ . . . Musical theme from 
thirties is chosen for first tv spot cam- 
paign by Interwoven Stocking Co. 





it’s the WORLD'S FINEST 


GREATEST! Mcllai eS 7)- 
“16” 


COLOR WHEEL SET 


Crafttint-Devoe 
Spectrum 
Show Card Colors 
Whaddya mean... “What show am 
1 watching?” 16 one- ounce jars... 


$3-40 per set 
Videotape Saves Day 
On Plymouth Telecast | Preferred by professionals and advanced 


students, the16” Color Wheel Set offers a complete 
The part that videotape can play 


in tv was clearly pointed out on the range of gorgeous colors...16 in all...to meet 
Lawrence Welk Plymouth Show, 


October 15. every art requirement. Ideal for teaching 
A three-minute commercial, 
sii: hale ik dea at the nde | color theory and harmony. Creamy, opaque and 


quent—but inevitable—twists of live smooth-flowing paints in a brilliant array 


tv, was retaped and spliced into E 
of spectrum colors that include: 


the tape of the entire show for re- 

broadcast. Best of all, the rush job 

was finished with seven seconds : At Art dealers everywhere, or write to: Spectrum Yellow 

to spare! Spectrum Yellow-Green 
Spectrum Green 

; Spectrum Blue-Green 

>’ The live tv mishap concerned 


* Spectrum Blue 
Plymouth’s most important com- aX foe a | oe Spectrum Blue-Violet 
mercial of the year—the announce- Spectrum Violet 
ment of the 1959 models. Much to THE CRAFTINT MFG. COMPANY eee 
the horror of ere concerned, NEW YORK «+ CLEVELAND + CHICAGO Spectrum Red-Orange 
the live telecast featured the Spectrum Orange 
brawny, unrehearsed arm of a stage ehhh Spectrum Yellow-Orange 
hand trying to straighten out a SEM tae ae 


Cleveland 10, Ohio Dark Brown 
broken nylon leader which had Gray 
Flat Black 

been supposed to open a car door. 


Obviously, those were not the “— 
scheduled highlights of the commer- 
cial, and general reaction to the 
event is best described by Jack W. 
Minor, assistant general manager of 


| 
Plymouth, who was on the scene. | e e f 
“I saw it happening with my own | u OU UALS > 
eyes and I refused to believe it.” 


The mishap was seen only in the 
East, however, since in the 21 min- Your sales story can reach the professionals 
utes between the end of the live who buy or specify in the $3 billion 
broadcast and the first rebroadcast | promotion, production and 
of the taped commercial, Grant Ad- | merchandising market. 
vertising radio-tv producer Rudy | 


Behlmor and the ABC tv staff re- | * 
staged and retaped the commercial. ow? In the pages of 
After the retaping, the tape was | 


rewound and spliced into the orig- 


ee * 
inal tape for broadcasting to the | Advertising Requirements 
rest of the country—with thanks 

to videotape. 44 
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Who prints the brightest colors 
in the world? 


Your Screen Process Printer of 
course! Call him today. 
Put Punch in Point-of-Purchase 


Attention 
getters: 
MACK’S 


‘*MOPPETS”’ 
Hundreds available. 
Exclusive use. 
Low priced. 
Write your needs 
and request samples. 


DOUGLAS MACK 
1550 Church St., 
San Francisco 14 
Phone: MI 7-5377 


ALUMINUM BEANIKS 


*Tackers *Real Estate ° Traffic Control 
*Circles * License Plate © Steel © Aluminum 
©32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


“How do ! train my 
wife AGAINST being 
motivated?" 


ap SY | 
POM 
Senin 


AraC me 10 Om OlOlO me Nui lale- lite 71) 
are alive and well, cured of 
cancer because they went to 
their doctors in time. Every 
woman owes it to herself and her 
family to have a health checkup, 
including a pelvic examina- 
tion, every year. It's living 
insurance! 


ae ee Le ee 
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Screen Cartoonists 
Hold Film Festival 


The sixth annual Screen Cartoon- 
ists Guild film festival high-lighted 
a showing of a composite reel which 
included 24 animated television 
commercials from seven __ studio 
members of the Guild. In addition, 
a selection of spots from Mexico, a 
short film from France, and two 


Speedway Gasoline 
Animation Inc 


Produced by 


Instant Butter-Nut Coffee .. . Produced 
by Fine Arts Prod.; Agency: Buchanan- 
Thomas 


General Foods . . . Produced by Ray Patin 
Productions; Agency: Young & Rubicam 


Budweiser Beer . . . Produced by Sherman 
Glas Prod.; Agency: D’Arcy Adv. Co. 


other examples of modern anima- 
tion were screened. More than 1,500 
people attended. 

The reel, on 16mm film, is avail- 
able on a loan basis to ad clubs, and 
other groups having a professional 
or educational interest in film com- 
mercials. Details can be obtained 
from the Guild, 2700 N. Cahuenga 
Blvd., Hollywood 28, Cal. 44 


Calo Cat Food .. . Produced by Cascade 
Pictures; Agency: Foote, Cone & Belding 


eee: 


De Soto Div., Chrysler Corp. . . . Prod. 


by Le Ora Thompson Associates; Agency: 
BBDO 


Falstaff Beer . 
Pict.; 


. Prod. by Playhouse 


Agency: Dancer-Fitgerald-Sample 


Pepsi-Cola, Mexico . . . Produced by R. 
K. Tompkins y Asociados, Mexico City 








THE STAGE /S SET! 


Give a good entertainer a spotlight and he captures the audience. Your printed 
message needs a dramatic stage too, and you have it when you specify brilliant Peninsular 
Snoweave. With Snoweave you are sure of finest reproduction, and a 


luxury ‘“‘feel”? that adds prestige’ but doesn’t add cost. 









This message is printed on 654 Snoweave Cover. Also 
SO COMMUN me mae ae LC Un CTL 
in five sizes. 


AUC a eee han OTe RAM TeCTCr TUSCAN » ECONOMY « ORKID « DUPLEX « BERMUDA « ZAMORA 


PENINSULAR 71 Me A ee ee OO ee 


Cove ear’ 
" stock specialists for over 99 7 


OFFICES: NEW YORK e BOSTON e BESSEMER, ALABAMA e¢ KANSAS CITY, MISSOURI ¢ SAN FRANCISCO @ LOS ANGELES 
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A Moment of Relaxation 


. . . There’s lots of time between sessions for 


Is THIS 
: : : The Place 
C 


Pp For Your 


delegates and their wives to relax. This is a scene outside the Casa 


Blanca Hotel, at Montego Bay, Jamaica. 


Sales meetings can be held in a 
lot of places, but TV Guide has 
found it worthwhile to fly its 
men — and their wives — over- 
seas. They find combining busi- 


ness with pleasure pays off. 


By Eric Larson 
Promotion Director, 
TV Guide 
Philadelphia 


Can a business meeting combine 
business and _ pleasure—and ss sstill 
produce results? 

We at TV Guide believe this 
combination can produce real bene- 
fits, and offer as proof three suc- 
cessful years of experience in stag- 
ing such meetings. In each of the 
three years our meetings have been 
held outside the continental United 
States. We have found them bene- 
ficial not only from a business point, 
but also helpful in developing inter- 
est among our executives’ wives, 
many of whom attend the conven- 
tions. 

Since we are little more than five 
years old (founded in April, 1953 as 
a national publication), we had little 
experience to fall back on when we 
held our first national meeting in 
Philadelphia, our headquarters city, 
in 1954. The following year we con- 
ducted regional meetings in Phila- 
delphia, Kansas City and _ Los 
Angeles. 


> But with the magazine’s expan- 


sion we decided to hold our 1956 
meeting in Bermuda in June. This 
offered several advantages: 


® Because of the nature of our 
business it was important to hold 
the meeting in late May or early 
June, when we could best review 


the past year’s work and look to the 
future. 


e The majority of the delegates at- 
tending would be from East of the 
Mississippi and we needed a loca- 
tion in the East. 


@ We also needed a site where we 
could be sure of reasonably good 
weather at that time of year, and 
also one that could accommodate 
our party. 

Bermuda offered these advantages 
because it was off-season and we 
would be able to secure excellent 
facilities. 


> Not only would our national de- 


Off We Go. Ona 
chartered plane, sales 
executives and their 
wives get ready to fly 
from Philadelphia to 
Nassau. 


Sales Meeting ? 


partment heads and edition man- 
agers attend, but we would also in- 
vite their wives to participate. 
Management felt that since the 
magazine made so many demands 
on the husbands’ time during the 
year, this would give the wives an 
opportunity to participate and bet- 
ter understand some of the reasons. 
At the same time it would be an 
expression of gratitude to staff 
members who had contributed so 
much during the year. 

Planning the initial gathering in 
Bermuda required several months 
of advance work. Starting in De- 
cember, we worked closely with an 
airline representative who coordi- 
nated many of the details and ar- 
ranged for persons in the East, Mid- 
west and Pacific Coast to fly directly 
to New York. Those in the South 
and Southwest went directly to Mi- 
ami for the flight to Bermuda. The 
advance planning included working 
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out many details with the hotel 
where we would be headquartered. 


> In each of the three years we have 
held the meetings outside the coun- 
try we have followed the same pat- 


also scheduled business sessions for 


Thursday, 
mornings. 

Following lunch we scheduled a 
variety of activities for executives 
and their wives, running the gamut 


Friday and Se urday 


tern with slight variations. The 1957 
and 1958 meetings were held in 
Nassau, the Bahamas. In 1957 dele- 
gates flew to New York, then 
boarded a scheduled Pan-American 
Airways flight to Nassau. This year 
we arranged with Pan-Am to have 


from fishing trips to swimming 
parties. 


> Business interests resulting from 
the meetings carried over into the 
leisure activities. On a fishing trip, 
for example, you'll find a Midwest 
the flight depart from Philadelphia manager discussing his ad situation 
with a party of 79 leaving. A group with the national advertising direc- 
of 10 left from Miami the same day. tor; on the beach a Southeast man- 
Our departure day is_ usually ager talks about promotion activities 
Tuesday. Scheduling departure on in his area with the promotion di- 
Tuesday enables us to get the ad- rector; or a West Coast manager 
vantage of half fare for wives on discusses editorial coverage with the 
domestic flights. The Tuesday de- managing editor during a_ bridge 
parture permits us to reach our game. 
destination that same afternoon and Since we have 50 regional editions 
the convention opens that evening and 32 offices throughout the United 
with a reception. States, our executives naturally 
spend a good deal of time talking by 
phone or sending and _ receiving 
memos from people in the field. The 
sions in the morning and devoting combined business-pleasure meet- 
the afternoons to pleasure. Our ings in an informal atmosphere get 
opening business session this year well beyond the telephone and 
was held Wednesday morning at 9 memo stage. They offer our national 
a.m. and continued until 12:30 p.m., office people an opportunity to meet 
with a coffee break in between. We and know better those in the field. 


informality Rules . . . Even at business 
sessions, everybody can _ relax. Here 
Michael O’Neill (left), advertising direc- 
tor, and James T. Quirk, publisher, talk 
about ‘’TV Guide’’ space sales. 


Likewise, our field people meet 
first-hand with our national execu- 
tives to discuss their problems. 


We have followed the same pat- 
tern on meetings for each of the 
three years, holding business ses- 
> From the outset of our first con- 
vention in Bermuda we have at- 
tempted to avoid the gimmick-type 
meeting with a great number of 
stunts and _ forced participation 
activity. Instead, we have concen- 
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Left: Goods travel swiftly, safely to any part of Free World 
in cargo planes carrying North American “‘sky-lifts.”’ 
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trated on the relaxed, informal 
meetings and have learned they pro- 
duce real, tangible results. 

Not only have the business dis- 
cussions moved into social gather- 
ings, but we’ve found them even in 
late night gatherings. There were 
times when we found groups join- 
ing in rooms late at night to discuss 
mutual problems, although no one 
had suggested it nor did the sched- 
ule call for it. 


> Since the wives were an im- 
portant part of the delegation, we 
arranged a few special events early 
in the schedule for them while their 
husbands were occupied. One morn- 
ing, for example, we had a special 
tour of the island. Another morn- 
ing they took a shopping tour. These 
events were designed to help the 
women become better acquainted 
on an informal basis. 

Our business sessions were un- 
usually informal with the partici- 
pants wearing sport shirts and 


either slacks or shorts. This air of 
informality did not take away from 
the serious tone of the sessions. The 
schedule called for the final meet- 
ing on Saturday this year to end 
by 1 p.m. 

It was planned to have our eight 
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regional managers present their 
problems at the Thursday and Fri- 
day meetings. The national depart- 
ment heads would then meet those 
evenings to discuss and offer solu- 
tions to be presented Saturday. 

One o'clock came and went Sat- 
urday and our people were still hot 
and heavy at it. We arranged for 
a luncheon break and then went 
back to work, finally closing the 
meeting at 6 p.m. We couldn’t stay 
later because the publisher’s dinner 
for the entire party was that eve- 
ning and it was a formal affair. 


>» As an added reward this year, we 
arranged for our group to stay over 
in Nassau until Monday, thus giving 
the delegates the weekend to them- 
selves. This added gesture met with 
a good reception and served as the 
topping for the convention. 44 


Temporary Exhibit House 
Developed by Capitol 


An aluminum and nylon exhibit 
building that can be erected in eight 
hours at a cost of : approximately 
$1.50 per square foot has been in- 
troduced by Capitol Products Corp. 








A dome-shaped sphere designed 
for use as a showroom or salesroom 
for both heavy equipment and 
traffic merchandise, the building— 
of aluminum tubular struts cov- 
ered by vinyl-clad nylon—is 
engineered on the basis of a simple 
geometric principle and connecting 
joints. All fittings and hardware 
have been pre-engineered for ease 
of installation. Relocation can be 
handled by either disassembling the 
structure or simply picking it up 
with a heavy crane and transport- 
ing it with a heavy-duty helicopter. 

A brochure of complete specifica- 
tions and application suggestions is 
available. 

- for more details circle 1225, page 139 


Do-It-Yourself Exhibits 
Developed by Hartwig 


A new idea in exhibits that pro- 
vides a “do-it-yourself” selection of 
simple components for building a 
display center as you need it has 
been introduced by Hartwig Dis- 
plays. 

A lightweight and versatile line, 
“Flex-Sho” panels are self-support- 
ing, easily assembled and may be 
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12th 
ADVERTISING 
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Biltmore Hotel, New York 
March 30, 31 & April 1, 1959 


THE BEST ATTENDED EVENT 
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Average annual registration 9,655 


For exhibit space availabilities write: 
Thomas A. Noble, Chairman, 
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135 East 39th St., New York 16, 
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area. 300 ge, hard-cover, NOBLE’s LIST 
now available. $35 annual subscription in- 
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used singly or in series. All panels 
have patented connectors which al- 
low sections to angle freely for con- 
forming to any space arrange- 
ment. Interchangeability of all 
panels and all support standards is 
assured through the precision-fit 
connectors and each individual panel 
has interchangeable inserts of peg- 
board, tackboard, masonite, or ex- 
panded metal. 

Designed especially for those who 
need low cost exhibits, the Flex- 
Sho components need no tools or 
complicated procedures for assem- 
bling. 

Additional information is avail- 
able from Hartwig Displays, 1325 N. 
Van Buren, Milwaukee. 44 


New Possibilities .. . 


New Exhibits Emphasize 
Cleancut Versatility 


The newest exhibit concepts en- 
tering the field are emphasizing 
simplicity of design; multiplicity of 
purpose. The following three pre- 
planned exhibit ideas are prime ex- 
amples of standard designs offering 
display flexibility. 


Spacemaster 
Uni-flex 


The display “with 
a thousand faces” 
has. been _intro- 
duced by Displaymasters Inc., No. 
Minneapolis, in a versatile unit with 
almost limitless adaptability. 

Basic components of this unit are 
of tubular steel and lock into place 
easily without bolts, drilling or tools. 


Heat-Sealable Polyester Film . . 


The result is a lightweight structure 
to suit individual requirements. It 
can be assembled in a matter of 
minutes and is rugged enough to 
support heavy weights. 
An illustrated folder is available. 
- . « for more details circle 1207, page 139 


Modular An 
C-Lite 


exhibit that 
bases its attention- 
getting on light and 
color. The Modular C-Lite consists 
of a lighted fiberglas background, 
transparencies, and photo-copy 
panels, and front lighting to spot- 
light samples and features. Flexible 
enough to fit almost any size or 
shape of booth, the exhibit has 
changeable panels, shelves and ac- 
cessories. 

An illustrated folder is available 
from its manufacturer, Dyna- 
Graphic Displays, Brooklyn. 

. » for more details circle 1208, page 139 


Simplicity 
Exhibits 


Easily assembled, 
these streamlined 
units from Art De- 
signers Inc., Washington, are versa- 
tile as to actual exhibit size, and ar- 
rangement of product displays. A 
large pegboard background comes 
equipped with hooks and brackets 
for flexibility of display, and the 
10x742x2’ unit can be folded to 
make either the right or left side 
into a simple 4’ or 6’ display. The 
unit has built-in lighting, ample 
storage space in a_ piano-hinged 
cabinet, plus plenty of room for 
product display. List price is $495. 

- - for more details circle 1209, page 139 


. Although masculine viewers were cold enough to 


wear ear-muffs, young lady on float that was encased in ‘’Scotchpak’’ brand heat- 
sealable polyester film found the temperature to be a cozy 75 degrees. Tough, highly- 
transparent film is manufactured by Minnesota Mining and Mfg. Co. 











Your animation bill 
depends largely on 
your own approach. 


Here’s how to save 


money! 
By Herschell G. Lewis 
Lewis & Martin Films 
Chicago 
Many buyers who use anima- 


tion regularly still have no concept 
of what they are paying for. 
Despite widespread “flat pricing” 
among animators, there are several 
reasonably accurate methods of de- 
termining costs. A knowledge of 
these yardsticks will enable the 
film buyer to predict his cost with- 


out depending blindly upon the 
studio’s price. 
> Flat-pricers usually charge be- 


tween $70 and $150 per 35mm foot 
for black-and-white animation. 
With 90’ to the minute, the apparent 
high cost of animation has fright- 
ened many potential buyers away 
from the market. 

There is some logical justification 
for the flat-price philosophy. Be- 
cause an exact, close-figured esti- 
mate of the frame-by-frame cost 
of even one minute’s worth of ani- 
mation would take a whole day, 
studio figures are generally based 











on their opinion of the amount of 
action. The $80-$100 range covers 
full animation throughout. 

But very little animation is full 
throughout. In perhaps a quarter of 
the animation, the central figure 
moves entire; the rest may be 
“freeze frame,’ camera-stand move- 
ment, partial animation or “cycle” 
animation. 


> Let us first consider the cartoon- 
type of non-technical animation 
which ordinarily is the most costly. 

Television, which washes out 
much of the fine-line detail, is par- 
ticularly adapted for the “UPA” 
type of figure. This is flat, rather 
than rounded, and represents the 
major departure from the classic 
“Disney-style” figure which until 
1950 was the accepted technique 
of cartoon animation: a rounded 
figure whose effectiveness de- 
pended upon its being as human- 
like as possible. 

UPA style gets its name from 
the organization which introduced 
it, United Productions of America. 
This technique emphasizes _ style 
rather than reality; its approach is 
that of the caricaturist who em- 
phasizes only those elements he re- 
gards as important. 

For example, where the old 
Disney style would show a group 
of men walking together by having 
a dozen figures, each fully ani- 


mated, the new stylized approach 
shows as one drawing a group of 
animation is confined to a 


men: 


How Much 
Should 


Animation 


confused bundle of legs which seem 
to be common to the whole group, 
with attention forced to the mo- 
tion. 

From the cost viewpoint, this 
approach has meant a _ substantial 
saving, and once the idea of 
stylized cartoons became accept- 
able, it was inevitable that this less- 
expensive form be used. Visualize 
the difference in cost between hav- 
ing a full figure move a step—arms 
swinging, body turning, head bob- 
bing—and moving the flat stylized 
figure a step—only the legs in mo- 
tion. 

But remember that the lower 
cost of stylized art reflects itself 
in the animation only, not the basic 
piece of art itself; in fact, because 
stylization requires a greater clever- 
ness, competent artists can demand 
a higher pay scale than artists 
versed in standard cartoon tech- 
nique only. It should be remem- 
bered that stylizing alone does not 
make a cartoon figure clever; it is 
the elusive combination of carica- 
ture and humanity—the “how true” 
and “how false” combined—that 
sells this technique. 


> When figuring cost, one simple 
yardstick animators use is the 
grouping of animation into three 
categories: simple, standard, and 
complex. 

The difference between simple, 
standard, and complex animation 
may be explained in this way: a 
character holds a football; the ball 





Audio & Visual Aids * 103 





HOLD YOUR 
AUDIENCE 


... With a lightweight, portable 
Arlington 5-Way Presentation Easel. 


ARLINGTON ALUMINUM CO. 


19001 W J 

Please send me complete easel information. 
NAME TITLE 
COMPANY 

ADDRESS 


CITY AND STATE 


You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of Your Operations— 
Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 300,000 in Use 


Traffic, 


Inventory, 


Complete price $4,950 including cards 
24-PAGE BOOKLET NO, R-200 
FREE Without Obligation 
Write for Your Copy Today 
GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36,N. Y. 


104 « aD * December 1958 


Simp!e Animation Most of the cost 
is in the creation of the stylized figure. 
With a blank background, the basic mo- 
tion is the uneven rotation of the wheels. 


Production cost is low 


drops; his leg swings. This is rela- 
tively simple animation. But sup- 
pose that the character sees the ball 
coming at him. He crouches, catches 
the ball, and begins to run. The 
number of moving elements has 
increased, and this is standard ani- 
mation. Now, suppose that as he 
runs, another player rushes up and 
tackles him, as the crowd in the 
background cheers. The greatly in- 
creased number of 
ments shifts this 
complex category. 
® Simple animation, with partial 
movement and that of only one ele- 


ment, will about $50 a 
second. 


moving ele- 
scene into the 


average 


@ Standard animation, which em- 
ploys relatively full animation of 
one or two elements, costs $75 to 
$125 a second. 

@ Complex animation, which has 
multiple elements whose motion is 
not repeated, costs $150 a second. 


> In a competent animation studio, 
the cost of color is about 10 to 15% 
more than black-and-white. Paint 
is paint, regardless of its color, and 
it takes no more skill to apply it 
from a colored jar. Actually, black 
and white may be a little harder 
to handle, since you must achieve 
separation of tones without the ben- 
efit of colors. 

Color film stock and processing 
are more expensive than black-and- 
white, but this is not an important 
item, especially on short shots. 

Since it is frequently necessary 
to make black-and-white prints of 
a film, colors must be chosen to 
give different tones of gray when 
printed on b&w stock. An additional 
complication is to make sure that 
the color of a label, for example, 
will turn out the right shade in the 
final print, after having gone 
through the several steps in color 
processing. 


Standard Animation lightly more 
motion. The background carries the mug; 
its lip is on one cel, with man, his eyes 
and mouth, his arms and tray on three 


additional cels. 


» Saving money in animation is not 
difficult. The four most common 
money savers are: 

1. Cycle animation 

2. Repetitive action 

3. Camera stand movement 

4. Limitation of moving elements. 


» We have already mentioned that 
the walking motion is a cycle. Less 
obvious applications of the same 
principles are many. Suppose that 
a cartoon soldier salutes. If he 
brings his arm down the same way 
he brought it up, even though at 
a different speed, this is cycle ani- 
mation, because the same drawings 
are used. 

Sweeping with a broom, digging 
a hole, wagging a dog’s tail, bounc- 
ing a ball—there are so many pos- 
sibilities that I never have heard 
of an animated film of more than 
a few seconds’ length that did not 
have at least one cycle, and the 
possibilities become greater and 
greater as the length of a sequence 
increases. 


> Repetitive action is another means 
of saving money. I have seen many 
lip-syne cartoons (talking char- 
acters) in which less than a dozen 
mouths, superimposed over the 
basic face in different patterns, ac- 
counted for every word. Since the 
artwork, except for background, is 
done on clear acetate sheets, the 
face is drawn once and once the 
mouths have been drawn to regis- 
ter over the face there is no further 
artwork involved. 

Take another idea: a_ baseball 
player is at the plate. The pitcher 
throws the ball. A swing strike! 
Another pitch: ball! Then ball two, 
strike two, and ball three. On the 
sixth pitch, the batter hits the ball. 
This appears to be a lengthy ani- 
mated sequence, but the pitcher’s 
throw is animated once. The bat- 





Complex Animation . . . The girl opens 
the door, talks, gestures; the milkman 
reacts. The house is on the background. 
The girl, her mouth, her arm, the door, 
the milkman require five cels, each ani- 
mated. 


ter’s swing is animated once. 

In an elaborate job, we might 
also animate the umpire’s arms 
(again only once) and vary the 
path of the ball as it crosses the 
plate. Actually, we have one single 
animated sequence covering six. 
Once the bat hits the ball and the 
player starts to run, we _ have 
straight-ahead animation; but then 
another batter steps up. We have 
changed the number on the back of 
his uniform and perhaps a few 
physical features, but the pitcher’s 
throw is picked up directly from 
the previous animation. One set of 
pitching drawings may be good for 
a whole game. 

Repetition and cycles largely ex- 
plain the increasing reduction in 
cost as an animated film grows 
longer. In a full-length film, an ani- 
mated character may walk and talk 
identically a dozen or more times 
in front of different backgrounds. 
We get the effect of straight-ahead 
animation without the cost. 


» Two basic movements are possi- 
ble on the animation stand: zooms 
and lateral pans. Using a single 
drawing, we get the effect of move- 
ment and an impact that movement 
alone cannot give, by starting the 
scene on a gun held in a hand and 
zooming backward to show the 
outlaw about to shoot the sheriff. 
Or we start on a full figure and 
zoom into one eye—or on a mat- 
tress and zoom to the label. One 
drawing gives us a double impact. 
Laterally, the sideways pan is the 
most important because it is al- 
ways necessary for a walking mo- 
tion. A character walks down a 
street. His motion is a cycle; actual 
change of mood comes from the 
gradually changing background. 
While elaborate backgrounds are 
expensive, stylized backgrounds 
may use symbols instead of photo- 
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graphic trueness, at far less cost: a 
window on a plain gray background 
will symbolize a building. 

Another background technique 
coming into fashion is a pasted-on 
photograph as a piece of art: a car 
drives into a garage. The car is 
animated but the garage is a photo- 
graph which is simply pasted onto 
the background. 

Vertical pans are less common, 
but just as easy; a combination of 
vertical and horizontal pans al- 
lows an off-center zoom to any 
point on the field. Many stands also 
allow a spinning motion. 


> Camera-stand movement is the 
basic tool of the “filmograph” tech- 
nique, much used for training films 
and as an intermediate between a 
filmstrip and a motion picture. A 
filmograph is really a filmstrip on 
motion-picture stock, with pans 
and zooms giving the effect of ac- 
tion. An _ occasional simply-ani- 
mated sequence or short technical 
cycle adds the illusion of motion. 
The number of moving elements 
in a scene is usually at the discre- 
tion of the animator. Since com- 
mission is more noticeable than 
omission, the viewing audience is 
unaware that an animated airplane 
originally had been scheduled to 
dip its wings or that a turning head 
might have been a turning body. 


>» Another way of cutting down the 
number of moving elements is the 
use of pop-ons. A pop-on is a sud- 
den appearance; the shock effect 
can be lessened by use of dis- 
solves instead of cuts. For example, 
instead of a character walking into 
a scene, he simply appears there. 
Instead of having a hand pick up 
a box (and perhaps necessitating 
animation of the complicated let- 
tering on the box as it is picked 
up), the hand reaches a certain 
position and the box pops into it. 
Use of a musical note to emphasize 
the magical effect is appropriate in 
many cases. 

Frankly, what psychologists call 
the “relative attention ratio” is 
greater when attention can be fo- 
cused on fewer elements; and while 
artists may feel that the purpose of 
animation is to exhibit their ability 
to parallel intricate movements seen 
in live photography, this attitude 
may be opposed to the basic pur- 
pose of animation itself. 


>» Often a script will call for anima- 
tion where live action would be 
more valid. Two talking bears must 
be animated, but two talking peo- 
ple might be less expensive—and 
more effective as well—shot live. 
Some of the most effective business 
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films made today are a happy com- 
bination of animation and live ac- 
tion. And remember that live ac- 
tion usually costs considerably less 
than even the least expensive ani- 
mation. 

In contrast to cartoon animation 
we have technical animation. This 
form is explanatory rather than en- 
tertaining and its success depends 
entirely on its ability to symbo- 
lize. Almost all technical animation 
is either cyclic or filmograph in 
technique, and although preliminary 
sketching may be prolonged (since 
the artists themselves must become 
acquainted with the specific field 
involved), the amount of creative 
artwork is usually considerably less. 

For example, over a background 
of a highway we show by dotted 
lines the arterial flow of traffic. 
three or four “cels” (acetate sheets) 
are enough to show movement: 
when a dot-segment reaches the 
position that the dot before it oc- 
cupied originally, the sequence is 
complete and only a change in the 
overlay cels is needed to show com- 
plete movement. 


> Speed, too, is controllable by 
camera work as well as by draw- 
ing. Suppose that we are trying to 
illustrate electric current flowing 
through a wire. We test-shoot the 


animation on “2’s” (two frames 
shot before the next advancing cel 
is overlaid). If movement is too 
slow, we shift to 1’s and double the 
speed: if too fast, we go to 3’s and 
make the movement half again as 
slow. We must remember, though, 
that holding a moving sequence be- 
yond 3’s looks so jerky that the 
need for additional in-between 
pieces is obvious. 

If any point is to be made, it is 
that the cost of animation can be 
controlled; this control depends on 
the animation studio’s knowledge 
of the means to achieve non-drawn 
effects and the client’s ability to un- 
derstand what he will get. 


> Ten-minute animated films, mix- 
ing full animation, cycle animation, 
and filmograph, have been pro- 
duced in color for $10,000 or less; 
ten-minute filmographs have been 
made for highly satisfied industrial 
and government clients for $3,000. 
On the other hand, a single black- 
and-white one minute television 
commercial can cost $12,000. The 
variables that determine the wide 
variations in price all have been 
discussed in this article. 

We fear the unknown; a knowl- 
edge of the types of animation and 
a growing acquaintance with costs 
quickly eliminates the unfounded 
fear of animation’s cost. 44 





Bigger Than the First .. . 


Industrial A-V Show 
Packed with New items 


A wide variety of equipment was 
exhibited at the second annual In- 
dustrial Film & Audio-Visual Exhi- 
bition held at New York’s Trade 
Show Building. A number of pieces 
were introduced here for the first 
time. Interest, even if in competi- 
tion with the final two games of the 
World Series, was high. 


Portable A 
Print Maker 


transparency- 
maker in a _ suit- 
case has been re- 
leased by Ozalid. Called’ the 
Projector-Printer, it is designed 
especially for making slides for 
overhead transparency projectors. 
It can start with either translucent 
or opaque originals, and can copy 
charts and other materials from 
books or magazines. 

The complete unit, including all 
accessories and materials needed to 


go immediately into production, is 
listed at $315.75. A ‘circular is 
available. 

. + « for more details circle 1245, page 139 


Visual A new catalog 
Aids from Oravisual, St. 
Petersburg, Fla., il- 

lustrates the wide variety of equip- 
ment currently available from this 
company. The organization special- 
izes in presentation easels designed 
to handle a wide variety of tech- 
niques, including newsprint pads, 
magnetic symbols, chalkboards, and 
the auxiliary equipment required. 
- « for more details circle 1246, page 139 


Tape If you have ever 
Index had any trouble 

trying to pick outa 
particular section of a reel of tape, 
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multiplied Had you lived in Holbein’s day, chances are you never would 


aeliaiiai have seen his paintings. They were enjoyed only by the few. 
by millions Lee Today, through print and paper, great masterpieces, past and 
" present, are reproduced in countless quantities, made 
through available to millions the world over. 
— What other method of communication can multiply the beauties 
print and paper of the past as economically, flexibly and faithfully as... paper? 
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What other product serves you so often so many ways 


INTERNATIONAL ae 





to add life 


and 


Sereeemaed YOur printed pieces... 


.. specify Oakleaf 
Cover. Here is paper 

with obvious character—with texture 
you can feel. Oakleaf Cover combines 
extreme toughness with outstanding 
printing qualities. Embossed finish, coated 
one side, in white, ivory, gray, green, 
blue. Smooth finish, coated two sides, 
in white and ivory. Whether you're 
preparing a catalogue, annual 

report, insert, folder, menu, 

brochure or announcement... 

if you want a top quality job, 


be sure to specify— 


oakleaf 
eceover 


(smooth or embossed finishes) 


Other fine coated 
specialty papers by A. M. Collins 


(Division of International Paper Co.) 


Buckra Duplex Old Spanish 
Castilian Rippletuf 
Damascan Tough Check 


Fabratex Trifiex 


your most dependable source of supply... 


INTERNATIONAL a PAPER 


FINE PAPE® & SLEACHED BOARD DIVISION NEW YORK17. N.Y 





you should investigate a new tech- 
nique, Tape-Indx, available from 
Datrel Co., Inc., Hempstead, N. Y. 
These are tabs, roughly triangular, 
of pressure-sensitive Mylar, which 
can be applied directly to magnetic 
tape without interfering with its 
passage through a recording or 
play-back head. The apex of the 
triangle, which sticks above the edge 
of the tape is printed in one of five 
colors, and each tab is, in addition, 
numbered from one to five. The tabs 
can be removed from the tape with 
no damage. 
A descriptive folder, with a sam- 
ple card of tabs, is available. 
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Sound A 
Experts 


listing of its 
complete sound 
services is included 
in an illustrated brochure issued by 
Filmsounds Inc., New York. This 
includes a library of both mood 
music and sound effects, plus equip- 
ment for recording narration for 
filmstrips and motion pictures. 

An accompanying leaflet, with the 
intriguing title ‘““Tempos fidgit; voce 
no poco far” (rough translation: 
Time flies, voices stay in pitch) de- 
scribes a process whereby an exist- 
ing sound track can be stretched or 
compressed in time without chang- 
ing its pitch. 
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Charts and 
Illustrations 


An illustrated leaf- 
let shows the serv- 
ices of Allen- 
Wayne, New York firm of designers 
and illustrators specializing in in- 
dustrial-type art for promotions and 
presentations. The firm specializes 
in making technical material simple, 
in such fields as engineering, elec- 
tronics, organization planning, and 
statistics. 
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Attache Case 
Projection 


A new desk pres- 
entation unit, 
which combines a 
tape-recorded message with a 150- 
frame 35mm filmstrip, has just been 
introduced by Charles Beseler Co., 
E. Orange, N. J. The unit looks like 
an attache case, weighs 19 pounds, 
and can be set up in a matter of 
seconds. It uses a transistorized cir- 
cuit, and carries a 9x12” rear-pro- 
jection screen. A specification sheet 
is available. Price is $325 per unit. 

- » « for more details circle 1250, page 139 


Film A new device to 
Proteetor turn your projector 

into a film-cleaner 
is offered by The Distributor’s 
Group, Atlanta. The device fits on 


any 16mm _ sound projector and 
cleans the film before it goes through 
the gate. Enough cleaner is carried 
by the film to clean off piled-up 
gum at the gate. A similar device is 
available for tape recorders. 
Descriptive leaflets are available. 
+ . for more details circle 1251, page 139 


Desk-Top 
Projector 


For showing slides 
to a small group, 
Camera Optics 
Mfg. Corp., New York, has intro- 
duced a new viewer, with an 8x8” 
screen and a magazine that holds 36 
slides. Changing is done with a sim- 
ple push-pull motion. The case 
holds a second magazine, so that 72 
slides can be carried in a case only 
914x1342x434”. The Executive mod- 
el, with all-metal case, retails at 
$69.50. 

A descriptive circular has been 
prepared. 
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Re-usable 
Adhesive 


Here is something 
that will stick any- 
thing to anything, 
yet come off without leaving a 
trace, according to the manufactur- 
er. Looking like a white soft gum, 
Plastic-Tak is first pulled “taffy 
fashion” to activate it, rolled into a 
ball, and then pressed between the 
two objects which are to be stuck 
together. It can be pulled off and re- 
used. 
Sample pieces are available. 
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Versatile 
Visualizer 


Impco Inc., New 
Milford, N. J., has 
released a_ visual 
aid device which is a pegboard, a 
magnetboard, a  flannelboard, a 
chart holder and a rear-projection 
screen all rolled into one. It consists 
of three steel panels, each 24x36” 
hinged to form a triptych. Each 
panel is punched for pegboard 
hooks and has snap fastener studs 
which hold pieces of flannel. A sec- 
tion of the center panel can be re- 
moved to uncover a rear projection 
screen. 

The unit can stand by itself, or 
can be hung on the wall, using a 
special mount. A descriptive cir- 
cular is available. 
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Color 
Control 


An interesting new 
technique permits 
areas of a color 
transparency to be changed se- 
lectively by the simple sliding of a 
lever. The special treatment on the 
color slide gives rise to a wide 
variety of effects. For example, a 
shot of a kitchen looks normal, but 





CUSTOM MANUFACTURED 


COVERS 
HA \) 


CATALOGS «SALES PRESENTATIONS 
LOOSE LEAF BINDERSeSAMPLE BOOKS 
SALES MANUALS e SERVICE MANUALS 


THE S. K. SMITH CO. 


2857 N. WESTFPN AVE CHICAGO 18 


NEW YORK 17. CLEVELAND 13 LOS ANGELES 45 


A MODEL FOR 
EVERY PURPOSE 


Tell your story better 
with an Oravisual easel. 
You have 26 models to 
choose from. Write for 
free 24 page catalog. 


ORAVISUAL CO. 


Box 11150 
St. Petersburg 33, Fla. 


IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip- 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription — 52 idea-packed issues — 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee. 


ADVERTISING AGE 200 E. Illinois St. Chicago 
Enter my l-year (52 issues) trial order for only 
$3. I must be satisfied or my money back. 


NAME 
COMPANY 
STREET 


CITY . ik ives See 
C1) $3 enclosed () Bill me [) Bill firm 
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“BRIGHT...BRIGHTER...BRIGHTEST ! 


BOLD 


Fluorescent 
Screen Process 
Colors... 


the choice for 

2 of the 

biggest 

fluorescent 

color jobs ever 

run in the United 

States and Canada! 

Two of the world’s largest oil companies. . . 

spending hundreds of thousands of dollars 

on P.O.P. material . . . conducted thorough 

comparison studies and then selected BOLD 

over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 
© “Color Card” Brochure: swatches and technical data. 
@ Design Article: expert advice on art and copy techniques. 
©@ Newsletter: cost and use trends in the fluorescent field. 

CONSULT YOUR SILK SCREEN PRINTER 

Specify BOLD “For all your bright ideas” 


LAWTER CHEMICALS, INC. 
3550 Touhy Ave., Chicago 45, Ili. 
South Kearny, N.J. © San Leandro, Calif. 


Full color by Crocker 
now yours for 
2-color prices! 


The magic of the 
economical Crocker 
Colorform process, 
with exclusive Mirro- 
Screen plates, will 
give your advertising 
and sales material 
full color brilliance— 
~ to sell your products! 


Dept. AR 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E.7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


Investigate Now! Write 
for this free booklet. 
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the background can be faded out 
gradually, leaving the fixtures clear 
and bright. 

The technique has applications in 
point-of-purchase, in slide presen- 
tations, and for special effects in 
motion pictures and television. A 
descriptive circular is available. 

- for more details circle 1255, page 139 


Sound and 
Picture 


A new camera that 
records sound on a 
magnetic track on 
the same film that captures the pic- 
ture has been introduced by Mag- 
netic Sound Camera Corp., Chicago. 
Claimed by the maker to be the first 
hand-held single system magnetic 
sound camera, the Cinephonic uses 
a film magazine, a turret lens, and 
has a sound level meter built into 
the view finder. A descriptive cir- 
cular is available. 
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Film in 


Card 


Taylor-Merchant, 
New York, has in- 
troduced its Vue- 
Dex System which incorporates a 
color transparency into a stiff card. 
The sales message, in words, photog- 
raphy or artwork, can appear on the 
card. A folding viewer permits easy 
examination of the slide, and the 
whole unit can be mailed. A breast- 
pocket wallet can hold a viewer and 
as many as 100 cards. A leaflet tells 
how the system can be used. 

- for more details circle 1257, page 139 


Extra-large A portable viewer 
which is large 
enough for a small 
group has been added to the Tech- 
nifax Line. Called the Visulite, the 
device looks like a handsome suit- 
case, carries a transparency viewer 
with a surface 1334x184”, plus 
room for transparencies, grease 
pencils, and _ other accessories. 
Weighing only 16 pounds, it takes 
45 seconds to set up. 

The retail price is $97.50, f.o.b. 
Holyoke, Mass. A descriptive leaflet 
is available. 


Viewer 
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News on 
Television 


A new. organiza- 
tion, Newsfilm 
USA, New York, 
specializes in producing stories on 
film that can be used by television 
news editors. They are set up to 
handle the whole project from the 
conception of a newsworthy story 
idea, through the production and 
the distribution to news editors. 
A circular describes their serv- 
ices. 
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Portable The 
Booth has 


Harwald Co. 
introduced a 
portable projection 
booth especially built for its 16mm 
Moviemite projector. Lined with 
sound-proofing material, and com- 
pletely enclosed, it projects its pic- 
tures through a glass window in the 
front of the unit. On 8” diameter 
casters, it is easy to roll into posi- 
tion, and a locked door makes it 
difficult for children and others to 
tamper with the projector. 
Complete with projector, the unit 
lists at $695. A specification sheet is 
available. 
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Editing 
Service 


Ross-Gaffiney, New 
York, has released 
an attractively-de- 
signed pamphlet which describes its 
comprehensive editing service for 
producers of 16mm film. 


- for more details circle 1261, page 139 


Plastic A new line of plas- 
Film Cans tic filmstrip cans 
has’. been _intro- 
duced by FilmKare. Coming in four 
standard colors, with others avail- 
able on special order, the cans are 
lightweight, smooth, and easy to 
handle. A_ specification sheet is 
available. 
+ for more details circle 1226, page 139 


New Reversal Color Film 
Introduced by Eastman 


An improved professional reversal 
color 16mm motion picture film is 
now available from Eastman Kodak. 

Called “Ektachrome Commercial 
Film, Type 7255,” the new film is 
reported to have greater speed, less 
graininess, better sharpness, latitude 
and color quality than 16mm color 
film previously produced. 

Additional information is avail- 
able from Eastman Kodak Co., 343 
State St., Rochester 4, N.Y. 44 





A practical printer passes on 
some sound tips on how to get 
perfection from your printer, 
based on years of experience 


and thousands of jobs in a 


lithographic printing plant. 


By Fred E. Keast 

Manager, Colorform Division 
H. S. Crocker Co. Inc. 

San Francisco 


“The more printing I buy, the 
more I’m convinced that we can still 
make substantial cost savings with- 
out impairing the quality of the fin- 
ished job 
nt” 

This earnest observation from the 
advertising manager of a major in- 
dustrial manufacturer in Northern 
California reflects a strong feeling 
that runs through the entire graphic 
arts industry, as well as among ad- 
vertisers and advertising agencies. 

A little more care expended in 
planning a printing job can mean 
the difference between a mediocre 
product at a disproportionate cost 
and top-quality production at a 
reasonable price. 

How is this magic worked to pro- 
duce “The Perfect Printing Job”? 


- in fact, even improving 


> Here are the principal ingredi- 
ents: 


1. No competitive estimates . . 
Elimination of this step saves time 
and trouble. If the buyer has con- 


fidence in the capabilities and in- 
tegrity of his printer (this, in itself, 
is an essential element of success) 
he can proceed with production 
with the full assurance that he will 
be involved only on the actual cost 
of production. However, estimates 
as to probable costs of.a job should 
always be obtained as a matter of 
good practice. 


2. Requirements should be fully 
understood .. The buyer and the 
printer should achieve a “meeting 
of the minds” before any work is 
begun. The requirements of the job 
should be fully understood by both 
parties and such production factors 
as style of type, colors and paper 
stock, should be firmly established. 
Misunderstandings 
costly! 


often can be 


3. All copy delivered at one 
time .. When the printer is forced 
to accept copy in “spurts,” handling 
costs start shooting upward. Exces- 
sive handling also leads to excessive 
errors; instructions must be re- 
peated and no one is sure what part 
of the job he has and what parts 
are missing. The result is costly. 


4. Sufficient time allowed for 
production . . The word “Rush” 
will not appear on the “perfect 
printing job”. 

Time and quality are age-old 
bedfellows in printing. Therefore, 
it must be obvious that the more 
time allowed for production, the 
better will be the job in nine cases 
out of ten. 


The buyer who censistently calls 
“Rush, Rush” can only cause grief 
for all concerned. In such instances, 
speed takes precedence, which is 
unfortunate for both the producer 
and the buyer. 

Every department in the large 
printing operation then succumbs to 
the incessant demands of the clock. 
Often three men will be moved in 
on a job that normally, without the 
“rush” requirement, could be han- 
dled by one man. 

There are few printers so idealis- 
tic as to believe that “rush” has no 
justification at any time. Yet the 
urgent demand for pure speed can 
be eliminated in most cases by ade- 
quate advance planning. 

The added costs resulting from 
inefficient organization of a job 
never find their way into the print- 
ers profit column! 


>’ The problem of how much time 
to allot for production of a given 
job can best be resolved by hold- 
ing a meeting of all involved- 
copy, art, production, and, of course, 
the printer. In this way, everyone 
can be given the opportunity of 
contributing ideas and can gain a 
reasonably accurate idea of what 
is expected of him. 

Even more tangible benefits can 
be realized from conferences with 
the printer in the initial stage of 
planning. A slight change in the 
size of the stock, for example, may 
serve to fit the job more efficiently 
on the press sheet and may save 
money. 
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| HE KING OF BEASTS was thinking about how 


wonderful he was and how the other animals 
lionized him. “‘It certainly was nice being a king 
yesterday, and one today but if I want to be king 
tomorrow I had better get about my business.’ 
DF KELLER CO Printers with imagination 


3005 FRANKLIN BLVD CHICAGO t? ILLINOIS 


Sess 


We have clients in America’s foremost 


industries and would like more 


CATALOG SHEETS—LITHOGRAPHED 
FINEST QUALITY AT LOW PRICES ON 70> COATED PAPER—914x1214”" 


4 COLORS — 2 SIDES 2 COLORS —2 SIDES 


Prices Include Plates and are F.0.B. Chicago — Other Sizes Also — Ask for Prices. 
Printed in Some of America’s Finest Plants 


NATIONAL LITHO SALES — CHICAGO, ILL. 
920 N. FRANKLIN STREET SU. 7-5988 
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Still another advantage of al- 
lowing ample time for production 
is the fact that the job may be 
grouped with others in combina- 
tion runs to effect substantial sav- 
ings on full-color material. Some 
of the larger printers now offer 
this service and several can pro- 
vide combination runs with a va- 
riety of paper stocks. 


5. No “last minute” copy 
changes . . No printer will deny 
the buyer the right to make last 
minute copy changes, but the buy- 
er who does this should always 
bear in mind that such changes 
can be costly. The time for correc- 
tions is when the copy is in type- 
written form—not typeset. 

The responsibility for reducing 
production costs on printing can- 
not rest entirely with the individual 
who actually does the buying. 
Every individual connected with a 
given job should be made aware 
of the opportunity each has for 
holding down total costs. 


> Cost cutting tricks, in preparing 
artwork, are numerous. Eliminating 
the need for full comprehensives is 
a start, provided the completed 
work can be properly visualized. 

Over-retouching on photographs 
is another area where savings can 
be easily effected. The creation of 
new artwork for every printed 
piece can also send _ production 
budgets soaring. 


> In many cases it is equally effec- 
tive—and certainly more economi- 
cal, to re-use art or photographs 
on which the printer already has 
negatives. One original piece of art 
can often be used for a magazine 
insert, the cover of a brochure or 
report, direct mail piece, or sample 
folder without impairing the effec- 
tiveness of any single piece. 

Production costs also can _ be 
trimmed by a substantial margin 
through the use of several tech- 
niques. 

Photographs can be scaled for 
similar reductions wherever possi- 
ble. In lithography, all line copy 
can be pasted in the proper posi- 
tion to reduce extra “strip in” 
charges and overlays, with copy 
pasted in position for second colors, 
eliminating the expense of making 
color separations. 


> In short, to get the most for his 
money in printing, the buyer should 
be prepared to give a little more. 
This means acquiring an under- 
standing of what factors contribute 
to the “Perfect Printing Job” and 
then seeing to it that these factors 
are brought into being. 44 
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. The outer two examples, reduced 
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For Fall and Winter 
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on Brownville’s Sea Foam. The center, on Fox River’s Onion 
Skin, used brown ink. They folded to a compact 3x52". 


How Lightweight Paper 


Can Lick the Postage Boost 


One answer to higher postal 
rates is lighter paper, and for- 
tunately, lightweight paper is 
better than ever, as some ad- 
vertisers have already learned. 


If you’re a heavy user of first- 
class mail — a department or spe- 
cialty store using envelope stuffers, 
a manufacturer using first-class 
mail extensively, or a manufacturer 
providing end-of-month stuffers to 
retailers — you already know the 
squeeze is on. 

The 33 1/3% increase in first-class 
postal rates can raise havoc with al- 
ready hard-pressed advertising 
budgets. Production and printing 
costs show no sign of a downward 
trend — yet the necessity of doing 
even more direct advertising be- 
comes more compelling in our de- 
pressed economy. 


> For several years now we have 
seen a definite trend toward the use 
of finer, more elaborate, heavier 
weight printing papers. There has 


been one constant race to see who 
can outdo whom on a better sheet 
with better printing. 

And as printing papers have 
achieved better, more beautiful re- 
sults, less interest has been shown 
in attempting to hold weight down 
for mailing purposes. 

With the long-predicted and 
much-awaited postal increase now 
in effect many direct mail users will 
be looking for less expensive ways 
to do the same — or better — job. 
> One answer that readily crops up 
is the possibility of more extensive 
use of lightweight papers. We've all 
seen some excellent printing results 
on lightweight stocks, yet few ad- 
vertisers have really given them 
serious consideration. It sounds 
strange, but it’s actually possible, 
when using lightweights, to increase 
the number of inserts mailed with a 
regular invoice by 50°% and still stay 
within the one-ounce limit. 

Make your own experiment. Place 
a 17x22 sheet of 60# coated stock 
and a #6 envelope on your scale. 
They weigh exactly one ounce. 

Now place three 17x22 sheets of 


9# manifold, and a #6 envelope on 
your scale. They also weigh exactly 
one ounce. 

You can print the 60# coated 
stock in color on both sides, but it’s 
best to print the 9# in color on one 
side only. That means you'll need 
two 9# manifold sheets to one 60# 
coated sheet to get the same mes- 
sage across. 

Even so, you are one full sheet 
ahead if you use 9# manifold paper. 
Or, to put it another way, you get 
90° more message, 50% more in- 
serts into the same envelope, and 
stay within the one-ounce weight 
allowance for first class mail 
when you print on lightweight pa- 
per. 

And 50° more inserts means you 
can increase the continuity of your 
mailing 50°. 


> Many manufacturers realized this 
a long time ago and began supplying 
retailers with _first-of-the-month 
stuffers printed on lightweight stock. 
A good example is the Wall-Street- 
er Shoe Co., North Adams, Mass., a 
manufacturer of fine men’s shoes 
which are sold through authorized 
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retailers. Wall-Streeter provides re- 
tailers with 12x16” stuffers in full 
color ... each mailing piece featur- 
ing five or six styles of shoes. Wall- 
Streeter inserts are printed on 9# 
and 10# Sea Foam Bond a light- 
weight paper made by the Brown- 
ville Paper Co. 

Excelsior Printing Co., North 
Adams, prints the stuffers in full 
color on offset presses. Retailers use 
these stuffers extensively in their 
first-of-the-month mailings. By us- 
ing these inserts printed on Sea 
Foam Bond, each retailer increases 
the number of possible promotion 
pieces used per mailing by 50%. 
That is, each retailer is able to en- 
close 50° more inserts in each en- 
velope mailed and still stay within 
the one-ounce mailing limitation. So 
far as Wall-Streeter is concerned, 
this means 50° more exposure for 
their products in each mailing. 


> Or take the case of Cyrus Clark 
& Co. Inc., New York, manufac- 
turers of Chintz fabrics which are 
sold under the trade name “Ever- 
glaze.” This firm brought out an 
“Everglaze Storewide Promotion 
Portfolio” consisting of a display 
unit of 30 sheets and a cover, an 
advertising unit of 34 sheets and a 
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DUAL CYLINDER PASTE INK PROCESS 


The old-fashioned ‘mimeo’ has undergone a breath- 
taking change. Now it is designed like a printing press 


—complete with dual cylinders, silk screen paste- 
ink, and other features which permit your office 
girl to produce your own forms, bulletins. 
advertising literature and even illus- 

trated catalog pages... and... in 

color, too! (She won't get a finger smudged 

in the process.) Where you once spent dollars 
for printing you can now do the job with 
quality duplicating for pennies! 

Gestetner is made by the 

world’s first and largest 

manufacturer of dupli- 

cators. (Since 1881) 


This portfolio of 
FACTS is free. 


ot a 
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HAUGHTON ELEVATOR COMPANY 


erertheing Ort Studios Of 8 eet a temte | cmemem emteny 6 oe 


Weight-Saving Forms . 


a feeling of skimpiness. 


cover, and a publicity and special 
events unit consisting of 19 sheets 
and a cover. Printing on lightweight 
stock meant keeping down the bulk 


ad 


stencil duplicating 
that looks like 
printing! 


beeseeeeeeeeeoeeeeeoeeee® 


GESTETNER DUPLICATOR CORPORATION 
216-222 Lake Ave., Dept. 123, Yonkers, N. Y. 


Please send descriptive literature and specimens 
NAME,......cccccccvcccceccccccccessccees wecvccees 
COMPANY 
ADDRESS 


Lightweight 
papers are being used for more and more 
business correspondence, without giving 


of the portfolio as well as the mail- 
ing costs. 


> To offset the higher cost of post- 
age, more promotional inserts should 
be included in each’ envelope 
mailed. Manufacturers providing re- 
tailers with promotional inserts must 
take this into account when printing 
such inserts. Lighter papers permit 
more material being mailed in the 
same envelope for the same post- 
age. More messages to his custom- 
ers for the retailer, more expo- 
sures of more items made by the 
manufacturer. It might well be that 
insistence on coated and enameled 
stock may lead to less use of ex- 
pensive promotion pieces. 

Old objections to lightweight pa- 
pers are no longer valid. A good 
lightweight paper has a_ surface 
that takes four-color process print- 
ing readily and the printed sheet is 
as attractive as the best printing on 
coated stock. Moreover, these light 
papers permit interesting folds 
which give the whole mailing an air 
of appeal, distinction and prestige 
not achievable with coated or heavy 
weight papers. 

Most paper mills include one or 
more of the lightweight papers in 
their line. They vary in weight, 
printing surface, and_ especially 
opacity. Some can be printed on one 
side only; a few are opaque enough 
to take printing on both sides. They 
may be called onionskins, manifolds 
or Bible papers, but they have thin- 
ness and light weight in common. 
But they cannot be used 
changeably. Each has its special 
characteristics, which must be 
weighed against the job require- 
ments. Final selection is not always 
simple. 

Among the leading producers are 
Allied, Brownville, Ecusta, Esleeck, 
Fletcher, Fox River, Millers Falls 
and Nekoosa-Edwards. Paper mer- 
chants, who handle a number of 
lines to meet varying requirements, 
are helpful in locating the best pa- 
per for a specific job. 


inter- 


> It is true that lightweight papers 
mean somewhat’ reduced press 
speeds and sometimes reduced fold- 
ing speeds—but the reduced unit 
cost of the paper more than com- 
pensates for the increase in press 
and folding costs. In addition, light- 
weight papers do not have the dis- 
advantage of back-of-sheet off- 
setting which so often occurs when 
coated stock is used. 

The future looks bright indeed for 
the increased employment and new 
uses of lightweight papers. Maybe 
lightweights, which have always 
managed to hold their own, are in 
for even more dramatic expansion 
than we now envision. 44 





GERALD M. LOEB, 3 senior partner, E. F. Hutton & Company, and author of the best-selling book,“ The Battle for Investment Survival?’ says 


“It’s a real dividend-paying paper” 


“We want our letterheads, legal forms and other 
business documents not only to reflect stability 
and build prestige; they must be of lasting 
quality. That’s why we feel the unique charac- 
teristics of paper made from cotton fiber meet 
our needs best. We consider cotton fiber paper 
a sound investment —one that pays substantial 
dividends in user satisfaction.” 

Flexible white cotton fibers, crafted by skilled 
hands and modern machines, create papers 


that for generations have been recognized for 
beauty, strength and permanence. Make sure 
the papers you use are made with cotton fiber 
—25% minimum up to 100% in the finest grades 
...in stocks and bonds, business and social 
stationery, onion skin, index, ledger, drawing, 
tracing and blueprint papers. 

Send for Free Booklet :““What every Business- 

re 


man Should Know About Paper—‘Today! 
[Cotton Fiber Paper Manuta rs, 122 E. 42nd St.,N.Y.C 


i ie 


PAPERS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” 


OR “RAG” IN THE WATERMARK OR LABEL 
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Whats akead. for 


Recent technological advances in engraving 


have put letterpress on the verge of revolutionary 
advances which no printing buyer dare overlook. 


By Robert B. Konikow 
AR Managing Editor 


The key to increased letterpress 
efficiency and economy today lies 
in the field of photoengraving. And 
progress in this field is beginning to 
show results in the marketplace. 

To quote Roswell Fisher, vice 
president and general manager of 
Printing Developments Inc., “the 
next five, ten or fifteen years will 
see a major change in the attitude 
and approach to printing production 

. new technological developments 
and new science are certain to bring 
this about and go on from there to 
change the practices by which 
printing is now accomplished.” 

Mr. Fisher was talking at a Print- 
ing Week clinic held last January. 
Even since then, things have moved 
along, and the Letterpress Forum, 
held at the end of September, gave 
further indications of what is 
around the corner. 


> The great breakthrough in letter- 
press technology is just around the 
corner. It will be made up of some 
small advances, some large, of the 
putting together of improvements 
all along the way, ending up with a 
new approach to letterpress. 

Here are some of the develop- 
ments which will result in better, 
less expensive printing, today and 
tomorrow as well. 


® Powderless etching . . To under- 
stand this development, it is im- 
portant to go over the standard 
steps in making a plate. 

Simplified somewhat, the process 
is as follows: a sheet of metal is 
coated with a photosensitive emul- 
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sion. Then the negative is placed in 
contact with the plate and the im- 
age is exposed, usually with a car- 
bon are lamp or a mercury lamp. 
When the emulsion is developed the 
portions that have been exposed to 
the light form a thin, hard coating 
that is resistant to acid. 

The plate is then exposed to the 
etching action of acid, which begins 
to eat away all unprotected metal. 
But as the acid eats its way it ex- 
poses the sides of those areas which 
support the protected dots, lines 
or areas of the printing surface. If 
the acid is not stopped from eating 
away, it will undercut these print- 
ing areas, leaving them too weak 
to stand up on the presses. 

To prevent this, the plate must be 
removed from the acid, washed 
clean, and then a powder coating 
applied in such a way that it pro- 
tects the sides of the dots, without 
preventing the acid from eating 
away between them. Applying this 
powder, which goes by the pictur- 
esque name of dragon’s blood, is a 
tedious and painstaking process. It 
takes skill and time to do correctly. 
It is therefore expensive. 


> One of the by-products of the de- 
velopment of the magnesium plate 
(see AR, September 1957, for our 
most recent report) has been a 
technique for engraving without the 
use of powder. While the magnesi- 
um plate has been meeting with re- 
sistance in many areas of printing, 
the powderless etching method has 
been winning new adherents almost 
every day. It has now been adapted 
to zinc and copper. 

In this method, the acid is 


PHOTOENGRAYVING 


splashed by paddles against the 
metal surface. As the metal is eaten 
away in those places which are un- 
protected, a resin coating, mixed 
with the acid, is applied to the sur- 
face of the plate. This coating is 
strong enough to resist the acid un- 
less the drops of acid reach the sur- 
face at right angles. Those drops that 
hit the plate at a slant don’t have 
enough force to penetrate the resin 
coating. 

Because of this protection, the 
sides of the printing areas do not 
get undercut, and the etching proc- 
ess does not have to be stopped for 
application of a protective coating. 
The result is a faster operation with 
less labor and therefore less cost. 


> Another area of development in 
the preparation of plates for print- 
ing is in the use of electronics, 
sometimes by-passing the use of 
acid completely. 

These techniques are not new, 
but improvements have been made 
and acceptance by the trade has in- 
creased. A number of developments 
along these lines were discussed 
and exhibited at the Letterpress 
Forum. 


® Scan-a-Sizer . . This device takes 
flat art and, through an electronic 
circuit, makes a plastic plate by 
cutting away the material with a 
special heated cutting tool. Controls 
built into the circuit can reduce or 
enlarge the cut, can alter the screen, 
can select the tonal gradations, and 
can even produce a reverse. 


® Klischograph ... A German de- 
velopment, formerly named after its 
inventor, Dr, Rudolf Hell, this ma- 





chine produces either metal or plas- 
tic plates, in black and white or 
color. The distributor claims that 
color engravings can be produced 
in less than half an hour for each 
color. Plates up to 12x16” can be 
produced on the largest model. 


® PDI Color Scanner ... A product 
of Printing Developments Inc., a di- 
vision of Timez Inc., this machine 
produces a set of four separation 
negatives from a color transpar- 
ency, computing electronically the 
correct density for each of the four 
plates required for full-color work. 
It is claimed that color plates can be 
made from this set of negatives 
without any hard retouching. A de- 
tailed explanation was given in AR 
for May 1958. 


> But the greatest impression made 
at the Letterpress Forum, and one 
that may have the most profound 
effect on the buying and production 
of printing, was the demonstration 
by Du Pont of its photopolymer 
printing plate. 

The surface of this plate is a pho- 
topolymer which becomes insoluble 
upon exposure to ultra-violet light. 
A negative is placed in contact with 
the plate, and an exposure to ultra- 
violet light is made. The light passes 
through the clear area of the nega- 
tive. Since there is some refraction 
of the light by the polymer, the 
hardened parts tend to meet, cut- 
ting off the soluble sections at a 
depth determined by the distance 
apart of the edges. 

After exposure, a bath washes 
away the soluble polymer, and the 
plate can be used for printing al- 
most immediately. The method can 
handle screened halftones and line 
cuts at the same time, since the 
depth of the cuts depends upon the 
coarseness of the screen. In actual 
demonstration, it took about 15 min- 
utes to go from exposure to print- 
ing. 

The plate has been made both on 


For Further Information 


-. on powderless etching 
Circle 1201 on Readers’ Service Card 


..on magnesium and powderless 
etching 
Circle 1202 on Readers’ Service Card 


. on the Scan-a-Sizer 
Circle 1203 on Readers’ Service Card 


.on the Klischograph 
Circle 1204 on Readers’ Service Card 


. onthe PDI Color Scanner 


Circle 1205 on Readers’ Service Card 


. onthe photopolymer plate 


Circle 1206 on Readers’ Service Card 


Premium 


IDEAS 


the promotional PLUS 


_ SRNR STRAT IERTER T, 


of imaginative printing 


by Cee 


* 


Creative thinking is your greatest asset as a marketing 
man. . . This idea-packed booklet tries to help you stimulate 
such thinking, and to add a new dimension to your premium 
vocabulary. Ask us for your copy: Promotional Service 
Division, Eureka Specialty Printing Company, Scranton %, Pa. 





PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


ELECTROTYPES * NICKELTYPES » PACOTYPES + STEREOTYPES « MATS - R. O. P. 
COLOR MATS «+ THERMOSETTING MAT PATTERNS + PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& Af 
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Robert Plankington, Technical Supervisor, St. Francisville, Louisiana 


eve 
"ede 
an 
“knows” 
man 


Robert Plankington claims he has the most interesting job in the 
whole printing paper industry. At moments like this, we agree 
with him. It’s a big thing to see a revolutionary idea become an 
exciting reality. And the big thing in Bob’s life right now is a 
new paper of such extraordinary surface smoothness that it takes 
a manufacturing revolution at St. Francisville, La. to produce it. 








As “eye, ear and ‘knows’ man” for Crown Zellerbach Corpora- 
tion, Bob is no stranger to paper-making innovation. At the new 
modern paper mill at St. Francisville, he will supervise quality 
control for the first double-coated paper to be both roll coated and 
trailing-blade coated on the machine, in one continuous operation. 


What does this manufacturing breakthrough mean to Printers? 
It makes possible, for the first time, premium quality paper, with 
an extraordinarily level/smooth surface, at non-premium prices. 
This revolutionary new paper will be available early in 1959. 





HOW 
ABOUT 
YOU? 


Do you know that many cancers 
can be cured if detected early? 
That an annual health checkup 
is your best protection against 
cancer? 

Are you giving yourself this 
big advantage? Or are you 
taking chances with your life 
because of foolish attitudes 
about cancer like these? 


DON’T 
EVEN 
MENTION 
THAT 
WORD! 






Fear 
some people 
from even learning cancer 


keeps 


facts that can save their lives. 


NEVER FELT 


BETTER! “2/9 
lg 
— 






Checkups help to detect cancer 
in its “silent” stage before you 
notice any symptom. 


COSTS 
TOO 
MUCH! 


Dollars you spend 
for the protection 
of your health can 
mean years of life. 


Millions of Americans have 
made an annual checkup a 
habit... for life. How about 
you? 

AMERICAN CANCER SOCIETY 
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rigid backing, for use on flatbed 
presses, and a flexible backing, for 
rotaries. In either case, makeready 
is reduced to a minimum. 


> Similar to the photopolymer plate 
is one being developed by the 
Springdale Laboratories Division, 
Time Inc. This uses a photosensitive 
nylon as emulsion. It is_ initially 
soluble in alcohol, but becomes in- 
soluble upon exposure to actinic 
light, like ultra-violet. The depth 
of cut depends both on the length 
of exposure and the length of de- 
velopment. 

From exposure to press is, as 
with the photopolymer plate, about 
15 minutes. At the present time it 
is undergoing field tests, but is con- 
sidered to be somewhat further 
away from commercial distribution 
than the photopolymer plate. 

While these are not yet avail- 
able commercially, they have been 
field-tested extensively. Their in- 
troduction is important. not because 
of themselves alone, but because 
they form an important link which 
can literally revolutionize letter- 
press printing. 


> Two other developments are tied 
together by the photosensitive plate. 
One is the use of photographic set- 
ting of type, especially for body 
copy. A phototypesetter can prepare 
the text matter, while headlines are 
stripped into a negative separately. 
Line artwork can be photographed 
and stripped in directly, while con- 
tinuous-tone material will have to 
be screened. These procedures are 
familiar to the lithographers, and 
present no great problems. 

This combination negative is used 
to make a photosensitive plate. This 
then ties in with the new develop- 
ment of the rotary letterpress. This 
kind of press is much faster than a 
flat-bed, since it takes only one ro- 
tation of the cylinder to produce a 
printed sheet, against the two re- 
quired in a flat-bed press. 

It is perfectly simple to build ro- 
tary letterpresses, and many are in 
use. But since they must have 
curved plates to print from, and since 
curving is difficult, this process has 
been economic only for long-run 
production. But the availability of 
an inexpensive method of making 
a plate that can hug a cylinder, like 
the photopolymer or the nylon, has 
made a short-run rotary letterpress, 
whether using sheets or rolls of pa- 
per, within the realm of practicabil- 
ity. 


> The impact on today’s thinking 
expressed at the Letterpress: 
Forum by J. Homer Winkler, an 





Photopolymer Piate . 


. . Production starts 
with a litho type negative (lower left) 
which is placed in contact with the 
plate (upper left) and exposed to ultra- 
violet light for about two minutes. An 
eight-minute alkaline bath leaves a plate 
with a relief image (upper right) which 
can produce the printed page 
right) on a variety of presses. 


(lower 


authority in graphic arts develop- 


ment and a technical advisor at 
Battelle Memorial Institute. To 
quote Mr. Winkler, “the program 


has settled any doubts that ever ex- 
isted about the vitality and future 
of letterpress .. . For years we've 
talked about the point letterpress 
must eventually reach. Today, for 
the first time, we've been shown 
the bridges that will take us into the 
future Now we've got to stop 
talking about it and start doing 
something. That's a great deal hard- 
er.” 44 


Fluorescent Inks Shown 
On Varied Paper Stocks 


A brochure displaying samples of 
Day-Glo fluorescent gravure inks 
on five different paper stocks, in- 
cluding cardboard and _foilboard, 
has been issued by Beck Engraving 
Co., Philadelphia gravure. 

The brochure, protected with a 
transparent plastic cover, displays 
the Day-Glo samplings in two colors 
(red on yellow). Printed matter 
which appears in color is purposely 
in small type to illustrate the ink’s 
sharp printing qualities. 

Day-Glo gravure inks, manufac- 
tured by Switzer Brothers, Cleve- 
land, are available in eight stand- 
ard colors. They are designed for 
high speed packaging and publica- 
tion runs as well as for point-of- 
purchase displays, labels, ete 

- for more details circle 1227, page 139 



















Pure water is basic in 
the making of fine bright white 
paper, Rising tapped a 
_ stream hundreds of feet below 
4 the ground, and built a 
\ reputation on it. This deep 
& \ Artesian source is insulated 
: against temperature changes 
% 4, the year ‘round... free of sand 
a and silt. The rock through which 
. \ it cuts its bed mineralizes our 
\ hidden stream naturally. It is this 
unique resource that enables 
Rising to make its new 
: Winsted Glo-Brite brighter, and to 
assure you it will stay brighter, 
long after the printed piece 
has left the press. Specify Rising’s 
Winsted Glo-Brite for uniform 
weight, absolute flatness and 
printability, for press performance 
to meet your most critical 
standards. Sheet after sheet, it’s 
“Fine Paper at Its Best”. 


a 
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RISING PARCHMENT [100% CF* BOND] e RISING BOND AND OPAQUE BOND [25% CF] ¢ LINE 
MARQUE [25% CF WRITING) e¢ NO. 1 INDEX [100% CF] ¢ HILLSDALE WEDDING & BRISTOL 
[25% CF] « PLATINUM PAPER & BRISTOL [25% CF] * WINSTED WEDDING & BRISTOL ¢ WINSTED 
GLO-BRITE VELLUM, BRISTOL, TEXT & COVER # AND TECHNICAL PAPERS. *COTTON FIBER 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 
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how to put 
your ideas into 


With a Vue-More 
Turntable you can tell 
a MOVING sales 

story for your 

product Spot light 
t on a revolving stage. 


Send for Vue-More’s factual 
bulletin AR-3 and price list. 


vue-more ...- 


World’s Leading Manufacturer of Turntables 
601 West 26th Street, New York 1 


Palette Patter keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy Write to 


Dept. AR-12 
s 
Py eee a eed 


408 WOODWARD AVE 
DETROIT 2, MICH 





WE MAKE LINE a 
OF ANY PACKAGE : 


for ONLY $14.23 each 
Just send empty package 
and indicate view desired. 
Delivery within one week! 


NULART Sewitce BOX 200+ DANVILLE, he 





Something to 
SPOUT about 


Every issue of ADVERTISING RE- 
QUIREMENTS overflows with the 
kind of know-how and know-why 
that leads to better promotion, 
production, and merchandising. 
It's always timely and comprehen- 
sive, covering. every non-media 
advertising function. It's a com- 
plete guide for you and your staff 
to all the filings an advertising 
man must handle in addition to 
placing space or buying time. 


ADVERTISING 
Ma REQUIREMENTS 


200 E. Illinois St. * Chicago 11, Ill. 
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Agencies Must Demand Higher R.O.P. Standards 


A specialist in newspaper R.O.P. 
color believes that advertising 
agencies “have the greatest power 
to bring about substantial improve- 
ment in newspaper color reproduc- 
tion.” 

Speaking at the third annual 
Newspaper R.O.P. Color Confer- 
ence in New York, Vernon R. Spi- 
taleri said R.O.P. color, wisely con- 
ceived and produced, “packs more 
wallop today for money spent than 
perhaps any other single sales tool 
that is available.” Mr. Spitaleri is 
president, Sta-Hi Color Service, 
Fullerton, Cal. The company 
makes three-color and four-color 
engravings for run-of-paper repro- 
duction. 

Mr. Spitaleri urged agencies to 
give profound consideration to 
sound conception and execution in 
creating their original color ma- 
terial. 

“Agencies, however,” he said, 
“are approaching newspaper color 
as though the same approach used 


A ‘Must’ For Life Rafts: 
Waterproof Instructions 


It may be a pretty specialized re- 
quirement, but Switlik Parachute 
Co., Trenton, N. J., spent some time 
finding the right materials for 
printing an instruction manual to be 
used with inflatable life rafts. Pur- 
pose of the manual is to tell survi- 
vors what to do after boarding the 
raft and how to assemble and use 
the equipment. 

The company, which manufac- 
tures the rafts for the military 
forces, commercial airlines and the 
yachting industry, not only needed 
a permanently waterproof paper but 
also one impervious to the effects of 
the salt in sea water. The paper 
would have to take and hold ink 
as well as pen and pencil writing 
since a log is provided at the back 
of the manual. The ink itself would 
have to be waterproof and per- 
manently bonded to the paper. 


> The material finally chosen was 
Texoprint, a plastic-coated, impreg- 
nated paper produced by Kimberly- 
Clark Corp. 

The 24-page manuals were 
printed by Aladdin Business Serv- 
ice, Philadelphia, on Miehle vertical 
V-50 letterpress. A special ink was 


magazines is invariably suitable for 
newspapers. Yet the facts are that 
newspapers are as different from 
magazines as a medium—and in 
production problems—as radio is 
from television.” 

The color specialist made three 
suggestions to agencies for im- 
provement of run-of-paper color 
service. They were: 


> Drop poor quality newspapers 
from advertising schedules and in- 
form respective publishers why 
they were dropped. “I believe the 
laggards in quality would get into 
line fast,” he said. 


> Insist that engravers supply 
proofs pulled with standard ANPA- 
AAAA process colors on “garden 
variety” newsprint—without make- 
ready and with no manipulation. 


> Insist that ANPA-AAAA standard 
inks be used by both engravers and 
newspapers. 44 


formulated by Rexoprint Ink Co., 
Philadelphia, for use on the Texo- 
print. Stainless steel staples for 
binding and a 3/16” hole punch for 
attachment to the raft were taken 
care of by Temple Bindery, also in 
Philadelphia. 

Kennedy-Ceglia, Trenton, Swit- 
lik’s agency, handled the water- 
proof manual problem. 44 


Booklets Guide Printer 
in Use Of Coated Grades 


Of special interest to printers and 
others concerned with the purchase 
of printing papers are two booklets 
from Champion Paper & Fibre Co. 
on the uses and handling of two of 
the company’s high gloss papers. 

One booklet deals with Krome- 
kote Cast Coated; the other with 
Colorcast drum finished papers. The 
two grades, actually quite different, 
are often confused. Kromekote has 
an absorbent surface. Colorcast has 
a non-absorbent surface. 


> Kromekote Cast Coated, a high 
gloss grade with a hard surfaced 
“appearance” is actually a soft sur- 
faced grade and therefore highly 
absorbent to printing inks. It dupli- 
cates the luster of a glossy photo- 
graph and, as such, is particularly 





yours wwoceo ev VOUF PrINting 


A pleasant ““Good Morning” from the operator 


on your company switchboard . . . a cordial “‘call- 


you-by-name” greeting from a secretary — these 
things make a good impression in business. The 
same is true of booklets and brochures. When they 
are handsome, well laid-out, well printed — that’s 
good business. It’s a way a company can show 
respect for the people it serves — and in turn, a 


way to win the respect that leads to sales. 


A good printer earns friends for your 
company. He knows how to make your print- 
ing look better, and therefore sell harder. Be sure 
to see him in the early stages of your planning. 
You'll find him helpful in many unexpected ways. 
The chances are he will specify Warren’s papers. 
He gets better results with Warren’s papers 
and so do you. S. D. Warren Company, 89 Broad 
Street, Boston 1, Mass. 


4 2 3 
rrens printing papers 


HIGH STANDARD 


makea 
good impression 
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applicable for quality packaging, 
labeling, menus, magazine and cata- 
log covers and certain types of sales 
promotion pieces, It is suited to let- 
terpress, offset and _ rotogravure 
printing in one or more colors. 

The booklet is primarily intended 
as a guide for printers using the 
product. Tips on makeready, proper 
ink selection and cutting and trim- 
ming are some of the subjects cov- 
ered 
manufactured in 
several grades. The two-color book- 
let itself is printed on Kromekote 
and serves to illustrate its printing 
qualities. The booklet is available 
upon request. 


The paper is 


>“How to Print Colorcast,’ the 
other booklet, deals with similar 
problems. The booklet frankly 
points to the paper’s drawbacks as 
well as its decided attributes. The 
grade is especially suited to box 
wrap, gift wrap and labeling. Its 
hard surface gives marked resist- 
ance to rubbing and scuffing. It has 
excellent light-fastness and free- 
dom from mottle. It will take black 
or color printing but in either case 
special inks are required. 

A color chart at the back of the 
booklet presents swatches of the 


grade in white and 11 colors. The 
entire booklet is printed on Color- 
cast and, like the other, is distrib- 
uted without charge. 

. for more details circle 1230, page 139 


Copy Equipment Offered 
By Lease-Purchase Plan 


A simple lease-purchase plan, 
providing for application of lease 
payments toward the purchase price 
of engineering, drafting and repro- 
duction equipment is now offered 
by Charles Bruning Co., 1800 W. 
Central Rd., Mount Prospect, IIl. 
Bruning manufactures diazotype 
reproduction machines and materi- 
als and is also a nationwide supplier 
of engineering and drafting -equip- 
ment. 

Purpose of the plan is to make it 
possible for companies to install and 
utilize up-to-date engineering and 
reproduction equipment even 
though immediate funds for capital 
expenditures are limited. Bruning’s 
plan has no carrying charges. If the 
option to purchase is_ exercised 
within the first three months after 
delivery, all completed lease pay- 
ments are applied toward the pur- 
chase price of the equipment. After 


SIMPLIFIED 
ae -Wae le), 
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INGS, INC. 
6, WLINOIS 


Miss Hennings, about those mats |! 
asked you to order... 


three months, a substantial propor- 
tion of the completed lease payment 
will be applied toward the purchase 
price. 

Bruning manufactures Copyflex 
diazotype machines, designed for 
reproducing engineering drawings 
and business forms. Bruning is also 
a nationwide dealer for Kodak 
Verifax copiers which are used for 
general office copying. 44 


Test Your ‘Foldability,’ 
Courtesy Kimberly-Clark 


Kimberly-Clark Corp., Neenah, 
Wis., is inviting graphic arts people 
to test their “foldability” and the 
company is happy to supply the 
necessary equipment. 

The “equipment” is a_ six-sided 
paper cutout which can be folded 
120 ways by using only the six folds 
already provided. But, says Kimber- 
ly-Clark, “Find all of them and 
you're a genius.” An answer sheet 
is also provided against which the 
folder can test his folding I.Q. 

The hexagonal cutout is supplied 
on Kimberly-Clark’s Prentice off- 
set to prove how well it can take 
punishment. 

. for more details circle 1231, page 139 


New Unit Makes Low Cost 
Microfilm Enlargements 


The convenience of filing draw- 
ings and records on microfilm is 
often offset by the expense of mak- 
ing working-size positive enlarge- 
ments when needed. 

A machine designed to answer 
the need for quick, inexpensive mi- 
crofilm enlargements has been de- 
veloped by Charles Bruning Co., 
Mount Prospect, Ill., and will be on 
the market next Spring. 

The unit, said to make microfilm 
enlargements at a cost of only a few 
cents per print, is called the Brun- 
ing Copytron Model 1000 enlarger- 





the new LEXIDE, a low-cost cover material 


@ The quality of your product and the prestige of your company are reflected 
by the covers of your catalogue and sales presentation folders. When you select 
LEXIDE for your covers you may be sure of the best in appearance, feel and 
durability at a surprisingly low cost. LEXIDE is a one-piece, non-woven cover 
stock material impregnated with latex. Its pliability gives it the fine hand of 
leather and it will fold, crease, sew, stamp, score, skive, emboss, print, silk 
screen or take a super finish. LEXIDE is available in every solid color including 
the newest pastel shades and in a variety of special effects such as rich two 
tones and overtone patterns. @ Fill in coupon or write for free samples. 


& Latex Fiber Industries, Ine. 
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Latex Fiber Industries, Inc. 


Beaver Falls, N. Y 
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‘selling-est” displays 


are powered 


by dependable 


pops a 
SNYOER @ BLACK 


SY NEWWOL 


TIMING MOTORS 


SYNCHRON 


the 


proven name in P.O.P. 


motion 


built by Hansen, 


recognized as quality 
leader in timing motors. 
Precision engineering and 
rigid quality control as- 
sure dependable, trouble- 
free power. 


aati 


ee ie 
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Super Hi-Torque Timing Motor 





Ideal for short term applications operating turntables, 
display wheels, rotating signs, and easily adapted to 
any special type of motion display. 30 inch ounces 
guaranteed torque at 1 RPM. 


printer. It works on an electrostatic 
principle to produce permanent 
black on white enlargements up to 
14 to 16 times. It prints the enlarge- 
ments on standard size sheets rang- 
ing from 8'4x11” to 18x24”. Enlarg- 
ing and printing are done contin- 
uously and finished prints are de- 
livered at the rate of about four per 
minute. 


> The machine consists of two main 
sections—an enlarger unit which 
projects the image onto the paper, 
and a reproduction section. In one 
continuous, automatic operation the 
paper is charged, exposed and then 
dry-developed with a charged pow- 
der which forms a positive black- 
line enlargement on the paper. In 
a final step, the machine fuses the 
image permanently onto the paper. 

Copytron enlargements can be 
written on, drawn on and typed on, 
Bruning claims. The machine will 
accommodate reel, strip or card- 
mounted microfilm and incorporates 
a magnifying scanner which per- 
mits the operator to view the micro- 
film image before the print is made. 
The machine stands 43” high and 
eccupies 53x32” of floor space. Lit- 
erature is available. 


PAULL CORPORATION 


. « for more details circle 1232, page 139 


Hi-Torque Timing Motor 

For long term operation of turntables, display wheels, 
and rotating signs. 20 inch ounces guaranteed torque 
at 1 RPM. Can be adapted to any special type of 
motion display. 


Poor Richard Cards Add 
Drama To Business Cards 


Business cards have a way of 
getting lost, mislaid and otherwise 
not long remembered. With an eye 
to remedying this situation, Relief 
Printing Corp., Boston, has de- 
signed a business card “dramatizer” 
which the company calls a “Poor 
Richard card.” 

Poor Richard cards, when folded 

in half to an 33gx5'4” size, serve as 
HANSEN REPRESENTATIVES: The Fromm Co., 5150 W. Madison a combination note paper and hold- 
Snine aaa’ ised ‘Cec toe 'Engering "ine, | ef for business cards. Cover of the 
Los Angeles (WEbster 3-7591) and Oakland, Calif.; H. C. Johnson card says simply “Just a Note... ” 
etiea tes — ee ae The inside of the card contains die- 
cut slots for snapping a_ business 
card into place and a blank facing 
page for writing a note to the cus- 
tomer or prospect. The back of the 
card ties in the Poor Richard theme 
with a short quote from Poor Rich- 
ard’s Almanac. 

The Poor Richard theme was 
chosen, the company explains, be- 
cause of Poor Richard author Ben- 
jamin Franklin’s preoccupation with 
industry and thrift. 

The cards, printed on heavy card 
stock, can be printed to order with 
special messages and can even be 
made up as greeting cards. Litera- 
ture giving specifications and prices 
is available. 


iy 
hi* “Workhorse of the Industry” 


OVER 50 YEARS OF SERVICE 


HANSEN MANUFACTURING COMPANY 


ESTABLISHED 1907 PRINCETON I1, IND. 


Syracuse 








To Successful P-O-P Illuminated Sign Salesmen 

Who Wish to Associate with the Leader 

in the Illuminated Sign Industry 
Neon Products, Inc., is looking for experienced illuminated sign salesmen 
for quantity sales. The men we are looking for are now engaged in han- 
dling illuminated P-O-P signs. They are established and have a number of 
fine clients. They are constantly thinking in terms of offering their clients 
the very finest P-O-P signs available. To those salesmen who qualify NPI 
offers the opportunity to handle a complete line of illuminated indoor and 
outdoor dealer signs. If you wish to associate with the leader in the P-O-P 
signs industry, be backed by twenty-eight years of know-how, outstanding 
creative design and production facilities, write to us today. Tell us the ter- 
ritory you now cover and the products you handle. We will consider appli- 
cations from men who are not now handling illuminated dealer signs, but 
are engaged in selling P-O-P materials. Be assured your letter will be held 
in strictest confidence. Address your letter to Mr. Milton B. Kamin, Vice- 
President, Neon Products, Inc., Lima, Ohio 


- for more details circle 1233, page 139 
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Assorted Display Items 


To introduce a brand of acoustical 


tile, Simpson Logging topped a 


well-rounded program of advertising 


with a blitz campaign to blanket a markef. 


[4 


. . . To get lumber dealers to put up a 


complete display, a special campaign was directed through 


wholesale salesmen, spurred on by incentives. 


A Promotion That Won Displays 


When a dealer handles 400 and 
more items in his showroom, it is 
obvious that he cannot pay major 
attention to any single brand. Nor 
can he, with the limitation on ade- 
quate sales personnel, devote a large 
sales effort to individual prospects. 

It is up to the manufacturer, then, 
to pre-sell the customer through na- 
tional advertising, and to prepare 
influential point-of-purchase display 
materials which sell prospects in 
dealer showrooms. 

Getting p.o.p. material up, fighting 
for space in the crowded show- 
rooms, is the responsibility of the 
distributor and his salesmen, but 
here, too, the manufacturer must 
play a key role. 


>» A good example of how to do this 
was the “Blitz Week Promotion” 
sponsored by the Simpson Logging 
Co., Shelton, Wash., designed to 
promote its Forestone acoustical 
ceiling tile among retail lumber 
dealers in the metropolitan New 
York area. 

For this promotion, Simpson 
worked very closely with Hirsch- 
Crombie Co. Inc., distributors, and 
its salesmen. Six 2-man sales teams 
were organized, and quotas were 


established, based on the number of 
calls made, displays installed, ac- 
counts signed and cartons of Fore- 
stone sold. A goal of 50 calls for the 
week was set for each team. 

The main objective of the cam- 
paign was to sell the dealer on in- 
stalling the complete Forestone dis- 
play. The p.o.p. material prepared 
for the campaign was attractive and 
colorful. Among others, they in- 
cluded these pieces: 


e A panel of tile, covering an area 
2x3’, with a gold and white frame, 


e A how-to-do-it poster which 
shows how simple installation is, 


e A die-cut arrow whose point is 
hung from a display ceiling area of 
tile, 


e A transparent literature rack 
which holds copies of a full-color 
leaflet showing the product in use, 


® Window and door streamers, re- 
minding customers to look up and 
see what they have learned about 
in national advertising, 


® Ceiling mobiles whose motion at- 
tracts attention to the display ceil- 
ing, 


@ Easel cards carrying reprints of 
national ads in such publications as 
Saturday Evening Post, House 
Beautiful, American Home, 


e A demonstration box for which 
plans were included, so that the 
dealer could put together 
available materials. 


using 


» This was a lot of material to get 
up, but the campaign worked. The 
dealers had been prewarned of the 
campaign by a special individual 
letter announcing the appointment 
of Hirsch-Crombie as the Forestone 
distributor. This mailing also in- 
cluded photographs and circulars 
about the products and its sales 
aids. So the 300 dealers were well 
aware of what was coming. 

The success of the program was 
evident by the fact that more than 
150 dealer displays were installed. 
Three of the six teams exceeded 
their goal of 50 calls, and the others 
came very close to reaching the 
goal. 


> One factor is that distributor sales- 
men, although employes of the dis- 
tributor, are pretty much on their 
own. They are on commission, and 
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WE CAN HELP YOU 


BUILD YOUR BRAND 
IMAGE with “CUSTOMIZED” 
LIGHTED DISPLAYS! 


This spectacular Sales Aid is a conversa- 
tion-piece in bars throughout America! 
You too can excite admiring comment 
with a special lighted display designed 
exclusively for you. Any size, shape or 
color—with or without animation (display 
shown above revolves, adding action to 
the world-famous ““Schlitz’’ logotype). 
Write for details NOW! 


THOMAS INDUSTRIES INC. 
410 S. Third St., Louisville 2, Ky. 
Leaders in Creative Lighting 


GET THE FACTS! MAIL THIS TODAY! 
THOMAS INDUSTRIES INC. 


410 S. Third St., Louisville 2, Kentucky—Dept. ADR-12 


We are interested in learning more about your “custom- 
ized” lighted displays. Please have a representative call. 


Company Name 
Individual 
Address 


Ot ccm State. 
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Filmstrip Features 
Rare Noisy Birds 


1 filmstrip produced to show the 
benefits of sound control in the 


DOMESTIC BOWERBIRD 


(DO-IT - YOURSELFICUS) 


THE RUFFLED 
GROuCH 


(ARATE GLOWTOP) 


manage their own time and efforts. 
As a group, they are very realistic 
about weighing their own invest- 
ment of effort. In this promotion, 
they were impressed by the care- 
ful planning of sales aids, and the 
portable television sets offered as 
prizes, with an added incentive of 
a trip to Bermuda for the high sales 
leader over a six-months’ period, 
which included the blitz week. 


* Simpson, however, has learned 
some things from this first promo- 


tion of this nature. 


1. The daily breakfast meetings will 


Kibitzer’s Heaven 


home is lightened with these car- 
toon descriptions of typical birds 
who make a lot of noise. The draw- 
ings are taken from the production 
“Birdbagger’'s Guide,” used by 
Simpson Logging Co. at distributor 
and dealer sales meetings. It all 
adds up to the fact that today’s 
open design and home-centered ac- 
tivity, not to mention the Western 
Video, who hovers around the tv 
set, turning up the volume, calls for 
sound conditioning. 


be dispensed with in the future. 
While they were stimulating, and 
added to the feeling of competition, 
a great deal of time was wasted in 
traveling to the meeting place and 
then back to territories. 


2. Less emphasis will be placed on 
teams, since it was felt by many 
that little was gained by having two 
men aproaching the prospect. How- 
ever, some teams felt that effective- 
ness was increased by teams. 


3. The printed announcement sent 
out to dealers just before the special 
promotion was especially effective 
and softened up prospects. 44 


- « « A lot of goodwill for a little bit of money is achieved by 





Bankers Life Co., Des Moines, la., in a building project with a ‘’Kibitzer’s Row’ for 
sidewalk superintendents. Starting at eye-height, painted figures show public how 
to use ‘’Speedsters’ Specials,’ ‘’Preps Porthole,’’ ‘‘Kids Knothole,’’ ‘‘Lilliputians’ 
Lookout’’ and even the family pup can get into the act with the ‘’Pooches Peephole.’’ 


Leisurely souls can walk through open doorway that leads to elevated, ‘‘lunch-hour 
porch,” 





Sometimes color should be delicate; Johnson Printing works in color; companies know it. 


Devious and subtle as a Japanese scroll. Clean and vivid printed color That’s why they use Johnson Printing 
That grabs your shirt and says, And keep coming back for more. 
But sometimes color should ens ps 
Listen! 
jump off the paper; For facts and figures, write: 
Smite the eye with the force of Take a plant full of good equipment, 
a backwoods preacher Take people with pride and skill, 
Telling his flock about hell. And tell em you want color . . . good color. 
Then watch ’em do it. 
This is color that grabs your shirt, 
Looks you in the eye and says, That’s the story at Johnson Printing 


**Listen !”’ And some of America’s biggest 


2219 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. JOHNSON PRINTING, INC. 
4707 W. Touhy Ave., Chicago 46, KEystone 9-2305 ee y 
naan: & Slee TA 4.5994 ial . Better Printing Through Quality Control 











Here are 17 materials 


All are self-adhesive. 

Fasson has them all in stock. 

You only want one. 

The right one. 

Some are resplendent. 

Others are economical and work-a-day. 
One is right for your purpose. 

See and test them all. Send for 17. 


Fasson Products 


Dept. Al2 * 250 Chester St. * Painesville, Ohio 


ELmwood 2-4444 
an Avery company 
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Every Monday, tersely reported, 
all that’s new concerning adver- 
tising, marketing, merchandis- 
ing, sales promotion, research, 
media, copy, art, typography, 
television, radio, etc.—in Adver- 
tising Age, The National News- 
paper of Marketing, the most 
widely read of all publications 
dealing with advertising and 
selling. One year’s subscription 

52 idea-packed issues — only 
$3, which is less than 6c per 
week. Mail coupon below for 


ADVERTISING AGE 


200 E. Illinois St. Chicago 11 


Enter my l-year (52 issues) trial order 
for only $3. I must be satisfied or my 
money back. 


NAME TITLE 
COMPANY 
SFREET 


CliY Z STATE 
$3 enclosed Bill me [) Bill firm 


Seceeecues 


it dominates ... 


Giant Pepsi Bottle 
Takes To the Road 


A Pepsi-Cola bottle 
would be 
tion. 

To prove it, Pepsi-Cola Co. built 
a Pepsi-Cola bottle 54’ high and 
the giant gimmick has been travel- 
ing the eastern states from Buffalo 
to Florida dominating the scene at 
trade fairs, festivals and other 
large scale crowd-gathering events. 


54’ high 
bound to attract atten- 


> The bottle, which towers five and 
one-half stories above the ground, 
is actually a huge rubber balloon. 
It has a 5,000 cubic foot capacity 
and, if it could be filled with liquid, 
would hold 11,250 gallons of Pepsi- 
Cola. 

Preceding its tour of duty, the 
bottle balloon made its debut last 
fall at Madison Square Garden, 
New York. The Garden was chosen 
because it was the only available 
building large enough to accommo- 
date the giant, and provided an op- 
portunity for performing a “dry 
run” before the tour began. 

To date, the big bottle has been 
temporarily blended with the sky- 
lines of New Haven, Cleveland, 
Buffalo and several southern cities 
including Dothan, Ala., where it 
lent its towering presence during 
the National Peanut Festival. 


Hard To Miss 
Giant gimmick 
towers 54’ high, 
steals show 

at festivals 

and trade fairs. 


> The huge Pepsi bottle was con- 
structed by Airborne Inc., New 
Haven, Conn., former airship and 
barrage balloon manufacturer, and 
now a manufacturer of aircraft life 
rafts and Mae Wests for the armed 
forces. The Pepsi bottle represents 
Airborne’s first efforts in the sales 
promotion field. Twelve weeks were 
required to create the authentically 
scaled replica. 
Designed to soar as 
balloon, as well as 
Pepsi-Cola from the ground, the 
bottle has so far been earth-bound 
because of the non-availability of 
helium gas for civilian use. 


an airborne 
to promote 


> The giant bottle is loaned to 
Pepsi-Cola bottlers who request it 
for tie-in with regional trade and 
business events. Requests from 
bottlers are approved, on a priority 
basis, following recommendations 
by Pepsi’s divisional offices. The 
bottle is routed from event to event 
by the parent company’s New York 
headquarters. Shipped deflated, the 
balloon can be inflated in 11 
minutes by means of portable gaso- 
line-powered air blowers. Deflated, 
the balloon weighs 285 pounds. 
Filled with air it must be moored 
to the ground for stability. 





Once an exhibit date and location 
have been selected, the real work 
has only begun. Company head- 
quarters then goes into action with 
a carefully laid out promotion plan. 
A specific site for the balloon is 
selected and invitations are sent out 
to civic leaders to participate in the 
bottle raising ceremony. Several 
weeks before the scheduled ap- 
pearance, the local bottler receives 
an advance publicity kit. The kit 
contains a sample press release (de- 
signed to be modified according to 
local facts); instructions for deal- 
ing with the press; a fact sheet giv- 
ing background data on the bottle 
balloon; photographs; newspaper 
mats; a 16mm newsreel film for tv 
coverage, and (very important) 
specific, detailed instructions for in- 
flating and mooring the balloon. 

Two days before the bottle rais- 
ing, a Pepsi-Cola representative ar- 
rives on the scene in a custom- 
built station wagon equipped with 
balloon, air blowers, lines and land 
anchors. He assists the bottler in 
arranging the bottle raising cere- 
mony and planning a final press 
conference. The actual bottle rais- 
ing is directed by the Pepsi-Cola 
representative who supervises a 
crew of local volunteers. 


> The big bottle, by its mere pres- 
ence, has a way of stimulating self- 
propelled local publicity, too. A lo- 
cal radio station may run an inter- 
view program centered around the 
problems involved in the bottle’s 
construction. A tv station may ar- 
range to televise the bottle raising 
ceremony. The size factor itself pro- 
vides a natural vehicle for a local 
guessing contest built around the 
theme, “How many bottles of Pepsi 
would the giant bottle hold?” 
Perhaps the success of the cam- 
paign can best be summed up by 
the reaction of citizens of Dothan, 
Ala., where the bottle rose to domi- 
nate the site of the National Peanut 
Festival. Dothan cab drivers re- 
ported that several of their fares 
had spotted the spectacle and asked 
to be driven to the “Pepsi-Cola 
Fair.” 44 


New Display Lighting 
Gives Feeling of Motion 


A night light-motion that pro- 
duces a feeling of motion in every 
surface it plays upon without using 
mechanical turntables, etc., has 
been announced by Spincraft Inc., 
Milwaukee. 

Called “Scintillite,”’ the new light- 
motion is achieved by a revolving 
series of reflector spotlights or 





Born under the sign 
of Aries, you possess 
unusual skill and 
ingenuity. You're 
self-reliant and work 
hard... havea 
pioneering spirit. . . 
quick to adopt new 
ideas and put them 
to work for you. 


And the sign to remember for profitable new ideas..is 
TEXLITE. Hard workers? TEXLITE signs are on the job the 
clock around, the year around. Self reliant? They’re the 
steadiest, sturdiest workers your company can have..at less 
maintenance. TEXLITE signs.. porcelain enamel, plastic or 
any combination of the two..are built to last. Skill and 
ingenuity? That’s what you’ll find at TEXLITE..where 400 
experienced sign craftsmen and a modern 160,000 square foot 
plant assure you effective design and economical production. 
Whether you need 10 or 10,000... TEXLITE is the sign of 
attention and sales. 


Another Quality Sign by Texlite 
20-page, beautiful full color sign brochure is yours 
4 on request, on your company letterhead. 


BUILDERS OF QUALITY SIGNS SINCE 1879 
3907 Manor Way + Dallas, Texas 
Offices in Principal Cities 


oo, GET P.0.P. SALES RESULTS NOW WITH J-A-K MOBILE FLOORSTANDS 


Load merchandise in the stockroom, wheel it 
directly to the high-traffic point-of-sale spots 

. no static displays to build, rebuild or re- 
move ... no clutter in the aisle. 


For cartons, cut-cases, packages and stacker- 
boxes. Also equipped for basket-shelf and peg- 
board fittings. 


Excellent supermarket and self-service accept- 
ance .. . saves time and labor . . . merchandise 
is handled only once, can be easily moved for 
tie-ins, traffic relocation, etc. 

Write, wire or phone today. 


J-A-K DISPLAYS, INC. 2862 Gravois Ave. 
St. Louis 18, Missouri PRospect 2-6505 
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Ww floodlights kept in movement by an 
| electric motor. Varying degrees of 
i A N K d c R A J Lu WE | scintillation can be obtained by 


positioning the “Scintillite” at dif- 
BATTERY-OPERATED DISPLAY MOTOR 22-222 
7 Suggested display applications for 
| the unit include jewelry, hardware, 
TTT TY TH 4 A a | ballrooms, automobile showrooms, 
Meh: to move merchandise! | exhibits. ete. 
Special effects in its use can be 
obtained by varying the type and 
Here’s the ideal power plant color of bulbs, the angle of mount- 
for rotary motion displays. | ing, the surfaces reflected and the 
New, unique design permits | size and number of “Scintillites” 
weeks of effective movement, used. 

using ordinary flashlight bat- In addition to its basic effect, spe- 
tories! It con be wired for cial light, shadow, moving silhou- 

clockwise or counterclock- ; 
ie Ctilien 0 eeentaiiiae | ette, color and motion effects, etc., 
speeds of 1, 6, or 60 rpm. can be achieved by use of translu- 
The compact DC motor is | cent surfaces, lensed glass, perfor- 
dustproof, tamperproof and ated boards, silhouettes, screens 
lubricated for life in high- and other display props when used 

impact plastic housing. in conjunction with Scintillite. 

It’s a silent salesman that’s The unit is self-contained, light- 
smooth, sturdy and versatile! weight, and requires only a plug-in 
installation. It can be suspended 
FREE ENGINEERING | from ceiling hooks, tilted to any 
SERVICE angle by means of its triple chains, 
Send cutout dummy and rough sketch propped at angles, or recessed in the 


—we'll return them equipped with wall or ceiling for a built-in effect. 
the best motor for your use, together 


; Additional details are available. 
with a complete laboratory report. 


HANKSCRAFT COMPANY 


Display Motor Division . ‘ 
Reedsburg * Wisconsin | Facts About Sign Service 


Detailed by J. V. Patten 


- for more details circle 1234, page 139 


Operates in any position! 


A giant-size, illustrated folder 
entitled “Facts About Signs and 
Their Proper Use” is available from 
J. V. Patten Co., Sycamore, III. 

The folder describes the com- 
pany’s complete sign production 
service including layout, choice of 
materials, proper process, and fab- 
ricating for signs ranging from em- 
blems to point-of-purchase units 
plus a distribution service designed 
to fit individual requirements. 


12403046 


EIGHTEEN STYLES 


FAITHFUL 


. for more details circle 1235, page 139 


TRADEMARK Signs Without Skills 


REPRODUCTION Offered by Webway 


IN ILLUMINATED 


A sign system that guarantees re- 
sults without the need of special 
skills is described in a folder from 
the Holes Webway Co., St. Cloud, 
Minn. 

Needing no paints, brushes, inks 
or artistic ability, the Webway sys- 
: ' | tem permits neat and versatile sign 
signs of | arrangements through cut-out let- 
ters, numerals, guided mounting 
cards, and special “line-a-time” 
strips. 

The system is packaged in a desk- 

top unit containing over 5300 cut- 

= A ET DP 8 sal , = out letters and numerals, ample 
Knoxville, Tennessee : Pen oe 

dollar and cent signs in different 

Send for free samples and catalog sizes. The units are arranged in 

“quick-pick” trays, and_ have 


PLASTIC 
SIGNS 


OS80-¥ YM /‘A'N “SAV Hidld 22 VW '1daGd OD 431131 IDVvVAO 


success 
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gummed backs for firm mounting. 
The letters are available in red or 
black and are die-cut from 20-point 
glazed cardboard. The Guide-line 
mounting cards and Line-a-time 
strips have a _ graph-like pattern 
faintly printed in gray which elimi- 

nates spacing problems. 
. . for more details circle 1236, page 139 





Multi-Color Sign Line 
illustrated in Catalog 






A well-illustrated catalog depict- 
ing a variety of sign designs is 
available from the Multi-Color 
Process Co., Tulsa, Okla. 

Ranging from decals to point-of- 
purchase display pieces, the line of 
signs shown in the catalog include 
baked enamel, brass, aluminum, and 
stainless steel items in designs pro- 
duced for nationally known com- 
panies. Imprinting on a wide variety 
of other materials for custom-de- 
signed signs is available. 

- for more details circle 1237, page 139 










Fabric Banner Folder 
Shows Variety of Ideas 


An illustrated folder showing a 
variety of ways fabric banners can 
be used for promotions is available 
from the Golden State Banner Co., 
Los Angeles. 

Among the fabric display pieces 
handled by the company are ban- 
ners for exterior and interior pro- 
motions, special effect 
tents, 2-way pole banners, etc., 
package kits for dealer distribution, 
and trademark drapes. 











pieces as 
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Folding Unit . . 


by the Displayers, New York. 





. This ingenious folding 
display unit, of wire and wood, can pe 
shipped flat, set up in a jiffy. Developed 






















Congratulations ! 
You’re getting up a lot 
more signs, Bill! 


Thanks, Boss, the field 
men all like Meyercord 
“no water” Pressure 

Sensitive Decal Signs. 
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PRESSURE SENSITIVE 
Permanent DECAL SIGNS 













In 1958... hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 


«+. we predict hundreds more will 
switch to them in 1959... because 





















e they'll say “goodbye forever” to decal water appli- 
cation problems... the bucket and sponge become 
obsolete. 















e they’re easily and quickly applied ... yet as durable 
and long-lived as any decal sign ever made! 





“Qe experience shows field men “get more of them up.” 
~ 


@’ e this new concept in Point-of-Sale decal signs is the 
product of Meyercord research . . . a decal sign of 
proved performance and appearance, manufactured 

by the world’s leader in decalcomania! 


Pressure Sensitive Decal brochure. Write today ! 


the MEYERCORD co. 


Dept. C-207—5323 W. Lake Street, Chicago 44, Illinois 
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Display Materials 

wc ation Cor. 
Srace Letter Co. Inc. 
Hollywood Banners 
iieen 


Stik Products Inc. 
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Display Motors 


Hankscraft Co. 
Hanse 


Displays, Metal 


J-A-K Displays Inc. 


Duplicating Machines 


Gestetner Duplicator Corp. 


Easels, Lecterns 


Envelopes 


Du-Plex Onvelope Corp. 
Tension Envelope Corp. 
United States Enve Co. 


Fluorescent Inks & 
Materials 


A d Deca Inc. 
L yawter Che micals Inc. 
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Radiant €: e Ce 
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Gravure Services 


Acme Gravure Services Inc. 76 

Collins, Miller & Hutchings 
Inc. 124 

Intl. Color Gravure Inc. 25 
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Ink, Screen Process 
Lawter Chemicals Inc. 
Naz-Dar Co. . 
Radiant Color Co. 


Invisible Ink Postcards 


Moss, M. E. & Co. 
Labels & Tags 
Fasson Products 
Kleen-Stik Products Inc. 
Lettering Devices 


Varigraph Co. 


Lettershops 
Brodie Advertising Service 


Letter Shop Inc. . 


Letters, Sign & Display 
Grace Letter Co. Inc. 134 


Mailing Lists 


Active Mail 
Inc. , 
McGraw-Hill Direct Mail Div. 


Order List Co. 


Moving Services 


North American Van Lines 
Inc. 100-101 


Offset Plates, Presensitized 


Reminaton Rand Division of 
Sperry Rand Corp. 


Packaging Materials 
Thilmany Pulp & Paper Co. II 


Paper Chemicals 
American Cyanamid Co. 87-88 


Papers, Printing 


Allied Paper Corp. 9-10 
Beckett Paper Co. . 77-78 
Champion Paper & Fibre 
Co. 23-24 
Chillicothe Paper Co. 15-18 
Cotton Fiber Paper Mfrs. 115 
Crown Zellerbach Corp. 118-119 
Eastern Corp. Inside Front Cover 
Hammermill Paper Co. 47-48 
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Kimberly-Clark Corp 
Mohawk: Paper M 
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New York & Pennsylvania 
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Peninsular Paper Co. 97 
Rising Paper Co. 121 
Sorg Paper Co. 105 
Warren, S. D., Co. 123 
Whiting-Plover Paper Co. 29-32 


Papers, Specialty 


Allied Paper Corp. 
Beckett Paper Co. 
Bienfang Paper Co. Inc. . 
Chillicothe Paper Co. 
Cotton Fiber Paper Mfrs. .. 
du Pont de Nemours, E. I. 
Co. Inc. 
Kleen-Stik Products Inc. . 
Nekoosa-Edwards Paper Co. 
12-13 
New York & Pennsylvania 
Co. 67-68 
Peninsular Paper Co. . 97 
Radiant Color Co. 85 
Sorg Paper Co. 105 
Thilmany Pulp & Paper Co. II 


Photo Lettering & 
Typesetting 
Vari-Typer Corp. 


Photo Prints, Quantity 
Major Photo Co. 
Quantity Photo Co. 


Photoengraving & 
Platemaking 

Central Photo Engraving Co. 138 

Collins, Miller & Hutchings 
Inc. 124 

Horan Engraving Co. Inc. 7 

Partridge & Anderson Co. I1I7 

Stafford Engraving Co. 138 


Photographic Equipment 
& Materials 

Eastman Kodak Co. .... 

Goodkin, M. P., Co. : 

Marshall, John G., Mfg. Co. 

Photographic Reporting 


United Press International 


Plaques 


Intl. Bronze Tablet C Inc. 


Plastic Plates 
Remington Rand Divisi 
Sperry Rand Corp 

Postcards, Color 


Corona Color Studios 
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American Thermoplastic Co. 21 
Eastman Kodak Co. 

Eureka Specialty Printing C 
Gries Reproducer Corp. 
Pioneer Rubber Co. 


Presentation Material 


American Thermoplastic Co. 
Arlington Aluminum Co. 
Chart-Pak Inc. 
Latex Fiber Industries Inc. 
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Smith, S. K. Co. 
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Eureka Specialty 


Johnson Printing Inc 
Keller, D. F., Co. . 
National Litho Sales 


Projectors 


Tel-A-Story Inc. 
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Screen Process 


Screen Process Printers Ass'n. 96 


Self-Sticking Specialties 


Fasson Products 131 
Kleen-Stik Products Inc. ...... 6 
Meyercord Co. 135 


Sign Materials 


Kleen-Stik Products 
Yarder Mfa. Co. 
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Signs, Metal 

Grace Sign & Mtg. Co. 
Mulholland-Harper Co. 

Signs, Plastic 

Hanover Neon Electric Corp. 21 
Mulholland-Harper Co. 22 
Plasti-Line Co. 134 
Veslite ‘ac. 133 
Signs, Porcelain Enamel 


Texlite Inc. 133 


Stock Art 


Idea Art 
Multi-Ad Service 
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Window & Store Displays 
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Fuyfeuel Souteel for 


Services and Supplies 


ENGRAVINGS 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 


Save '2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes. 


@SEELFORRYOURSELF.\ 7 SEESTHE)DIFFERENCE 


Pe Nate) ts fe PA ce ee 


229 N. PENN. ST. « INDIANAPOLIS 





) 
Cr ol PHOTO ENGRAVING CO 


Lea eae: 
PHOTO ENGRAVING SERVICE 


HELP WANTED 


Typographic Markup man. Charge of serv- 
ice department of advertising typographer 

markup, production, scheduling. Must 
have ad agency typography service ex- 
perience. Write Box 37, c/o Advertising 
Requirements, 200 E. Illinois St., Chicago 
11, tMlinois. 


ARTIST — PACKAGE DESIGNERS — We 
are looking for two experienced Design- 
ers with strong graphic design and let- 
tering background, to add to our ex- 
panding staff. 

Robert Zeidman Associates. 128-130 East 
56 St., New York City. Plaza 8-0783. 


COLOR POST CARDS 


NATURAL COLOR ) 
ks 000 POSTCARDS Tih Y 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8"' x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List.and Samples 
CORONA COLOR STUDIOS 
72 W. 46th St. New York 36, N.Y 


PUBLISHER 


Free toWRITERS 


seeking a book publisher 


Two fact-filled, illustrated brochures tell how 
to publish your book, get 40% royalties, na- 
tional advertising, publicity and promotion. 
Free editorial appraisal. Write Dept. AR 


Exposition Press / 386 4th Ave., N.Y. 16 


138 ° co * November 1958 


MANIKINS 
RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 
men’s and children’s 

figures for your 

special promo- 

tions! 


BS 


MADISONIA MANIKINS, INC. 


New York CHICAGO DALLAS 
152 W. 25 St 11 S. Desplaines 3007 Canton St. 
Cielsea 3-1550 Dearborn 2-6818 Riverside 7-1937 


ART SUPPLIES 


ad-art 


Layouts and 
Visualizing pad 


STOCK ART 


JOHN ANDREWS 
poultry livestock artist 


STOCK ART SERVICE . 1504 Dodge St., Omaha, Nebr. 


If YOU Are in any 
of these fields... 


Paper 

Printing and Binding 

Premiums, Prizes, and Specialties 
Shows and Exhibits 

Sampling and Couponing 
Typography and Layout 

Labeling and Packaging 

Radio and TV Production 

Signs and Identification Materials 
Audio and Visual Aids 

Direct Advertising 

Art and Photography 
Photoengraving and Platemaking 
Window and Store Displays 
Professional Services 


Your advertising belongs in 


Advertising 
Requirements 








DECALS 


VIBRANT 
LONG LIFE 
BRILLIANT 


MADE TO YOUR SPECIFICATIONS 
I” 


Vea hdl 8422 HOUGH AVE. 


CLEVELAND 3,OHIO 


STATEMENT OF THE OWNERSHIP, MAN- 
AGEMENT AND CIRCULATION REQUIRED 
BY THE ACT OF CONGRESS OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS O! 
MARCH 3, 1933, AND JULY 2, 1946 (Title 39, 
United States Code, Section 233) 

Of Advertising Requirements published monthly 
at Chicago, Ill., for October 1, 1958 

1. The names and addresses of the publisher, 
editor, managing editor, and business man 
agers are: 

Publisher, G. D. Crain, Jr., Chicago, Illinois 

Editor, None 

Managing Editor, R. B. Konikow, Chicago 
Illinots 

Business Manager, C. B. Groomes, Chicago 
Illinois 

?. The owner is: (if owned by a corporation, 
its name and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding 1 percent or 
more ot total amount of stock. If not owned by 
a corporation, the names and addresses of the 
individual owners must be given. If owned by 
a partnership or other unincorporated firm, its 
name and address, as well as that of each in 
dividual member, must be given.) 

Advertising Publications, Inc., 200 East Illi 
nois Street, Chicago 11, Illinois 

G. D. Crain, Jr., 200 E. Illinois St., Chicago, 
Ill.; G. R. Crain, 200 E. Illinois St., Chicago 
Ill.; S. R. Bernstein & A. B. Bernstein, 200 I 
Illinois St., Chicago, Ill.; O. L. Bruns & M. S$ 
Bruns, 200 E. Illinois St., Chicago, Ill.; C. B 
Groomes, & D. A. Groomes, 200 E. Illinois St., 
Chicago, Ill.; M. E. Crain & E. F. Crain, 200 
E. Illinois St., Chicago, Ill.; Kenneth C. Crain, 
238 East 23rd St., New York City; L. C. Crain 
238 E. 23rd St.. New York City; J. B. Miller 
and M. A. Miller, 409 S. Second Ave., May 
wood, Illinois; B. G. Rehm and H. M. Rehm, 
$308 Churchill Rd., St. Matthews, Ky.; G. I 
Hamlin and E. K. Hamlin, Route 1, Vandalia, 
Michigan; Mary C. Sanders, 611 Barton Place, 
Evanston, Ill.; Jessie W. Crain, Box 2059, 
Carmel, California. 

3. The known bondholders, mortgagees, and 

other security holders owning or holding 1 per 
cent or more of total amount of bonds, mort 
gages, or other securities are: None. 
4. Paragraphs 2 and 3 include, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting; 
ilso the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock 
holders and security holders who do not appear 
upon the books of the company as trustees, hold 
stock and securities in a capacity other than 
that of a bona fide owner 

5. The average number of copies of each issue 
of this publication sold or distributed, through 
the mails or otherwise, to paid subscribers dur 
ing the 12 months preceding the date shown 
ibove was: (This information is required from 
daily, weekly, semi-weekly and tri-weekly news 
papers only.) 


G. D. CRAIN, JR 
Publisher 


Sworn to and subscribed before me this 22nd 


day of September, 
(SEAL) Leland W. Hagman 


(My commission ir April 9, 1960 
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1205/PDI Color Scanner (Page 114) 
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Temporary Exhibit House 
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1243/Circle on Readers’ Service Card 
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. savings on sample, premium and mass 
mailings are shown by Allen Hollander. 
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In these fast-moving and fast-changing times, adver- 
tising appeals must be subject to quick change—the media 


must be extremely flexible. Wagner Boards permit changes 
by the HOUR! 


That’s why goods keep on the move in ever increasing 
volume where Wagner Boards are used. And another beau- 
tiful part of it is that, once installed, they cost you practically 


nothing—just go on making money for you. 


Learn how Wagner Boards are doing such a fabulous 


job in so many fields. Send for free data file now! 


, | ot S75.00 pow on 
ad male eet 
fc MONTHS to_par'_| 


++ eRe eee 
SS thesesesaesscer 


IENCY 


NOW YOUR NEEDS~BL 


+00: COMPLETE _EXGINE AND-CHASS 


WAGNER SIGN SERVICE, INC. 


112 S. Hoyne Ave. * Chicago 12, Illinois 
Please send free data file on Wagner Changeable Copy Boards. 

NAME (Title) 

FIRM 
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CITY & STATE 
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